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In Tweedies you catch that spirit of daring 
reflecting the vital action and graceful move- 
ment witnessed at an American sporting event. 
It is this very styling touch that will capture 
the imagination of your choice customers 
when the daffodils put forth their first 
blooms. Tweedies are easy to fit—easy to sell. 
In fact, they are such splendid values that 
they can carry an extra margin of mark-up 
when necessary. 


Pattern No. 2959-1 
in White Elasticized 
Suede, trimmed with 
Black Patent; 67 
Last; 17/8 Flair 
Heel. 


TWEEDIE FOOTWEAR CORPORATION JEFFERSON 
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STICKING to quality through 
thick and thin, Whitehouse & 
Hardy, with their New York stores, 
have been conspicuously top targets 
for years on end. All through the 
depression they never lowered their 
colors. Now, Benjamin Lowe, vice- 
president and general manager of 


Whitehouse & Hardy, tells us: 


“For the past few years, shoe re- 


tailers specializing in higher grade 
shoes have had their ups and downs. 
However, judging from the boom 
that occurred in our own organiza- 
tion during the month of January, 
we feel that we can anticipate a de- 
cided increase in business during 
1941. 

“We are proud of the fact that 
during these past lean years we 
have remained steadfast to our pol- 
icy of retailing only high grade 
shoes. That it was a difficult storm 
to weather we admit, but it is in- 
teresting to note that in recent 


weeks we have encountered little 
price resistance. 

“This we take as an indication 
that the past economic dilemma is 
beginning to right itself. The new 
defense program and the govern- 
ment spending policy have affected 
a rapid absorption of the unem- 
ployed and increased the buying 
power tremendously. Naturally our 
standard of living will rise in pro- 
portion and thus we retailers of 
higher grade shoes face a hopeful 
future.” 

* * eo 
WW. E. HOWARD of Howard & 
Kohler, Chicago, Ill., gets pretty 





much discouraged when customers 
come into his store and specify a 
definite size shoe, as per the instruc- 
tions of the chiropodist. He feels 
that chiropodists should stick to 
their business of treating feet and 
let the shoe man decide what last, 
shape and size would benefit the 
troubled foot most. He says: 
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“No doubt other shoe men are ex- 
periencing this same trouble but 
there are so many things that enter 
into fitting the troubled foot correct- 
ly that I think this should be left 
up to the experience and knowledge 


of the shoe man.” 
€ * * 


TED HUGGINS, Pasadena, Calif. 
says: 


“What a job on whites could be 


done in our real white shoe selling 
season, if all the stores in this vi- 
cinity would agree not to have sales 
on them until after the natural 
white selling season is over! We 
can sell good white shoes in the bet- 
ter brackets at full price right up to 
September Ist, then have 30 days in 
which to peddle such odds and ends 
as may be left over. Last year, our 
stores did not offer a pair of white 
shoes at sale prices until September 
15th. We sold them from January 
right through at a profit. The year 
before we were foolish enough to 





[12] 


‘follow the leader’ in dumping our 
white shoes in June, with the result 
neither the other stores nor our 
stores had any white shoes to sell 
during the warmest weather we al- 
ways have here in Southern Cali- 
fornia—in August and September. 

“I for one believe it is asinine for 
shoe merchants situated in such sec- 
tions of the country as we are, to 
try to force the sale of black shoes 
in July, when the great majority of 
the people are just getting interested 
in summery things. Last year we 
showed a healthy profit on white 
shoes by having them when people 
wanted them. Now with business 20 
to 30 per cent ahead of last year and 
the extra business coming from sea- 
sonal novelties and spectators, we 
intend to feed our trade types, pat- 
terns and colors in keeping with our 
own climatic condition, ‘regardless 
of what the rest of the country or 
neighboring city shoe men may pro- 
mote.” 


S6WV HAT kind of a customer 
makes you get hot under the col- 
lar?” That’s the question that shoe 
clerks are being asked by Du Pont 
in a new series of PET PEEVES at 
the point-of-sale. The opportunity is 
open to one and all in shoe stores 
the length and breadth of the coun- 
try—to give from their experience 
their prize pet peeves. 

Supposing a customer says: “My 
shoes have been ruined by scuffing 
the heels on car pedals,” the answer 
is, “It wouldn’t have happened if 
the heels had been scuffproof.” 

Well, think them up for yourself. 
There’s a five dollar bill in it and 
the word is now broadcasted 
through the industry to study the 
customer at the fitting stool. Just as 
there is no period more interesting 
than Information Please on the ra- 
dio, we are going to find that PET 
PEEVES have a similar listening 


and talking appeal. 
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“BON’T QUOTE ME” 





—Fred Gannon sends us the follow- 
ing recipe for Rumor-Mongers: 
—"Take a handful of the weed 

called Run-About, a sprig of the 
herb Back-Bite, a tablespoon- 
ful of Don't-You-Tell-It, a few 
drops of Envy, which can be 
purchased at the shop of Miss 
Tabitha Tea-Table, or the Gos- 
sip Emporium . . . 

— "Stir these together, simmer 
them over the fire of Discon- 
tent, kindled with a little Jeal- 
ousy, strain through the Sieve 
of Mischief and cork it in a bot- 
tle labeled Malevolence . . . 

—"Take a few drops before walk- 
ing out, and you will be able to 
tell all manner of Street Yarns." 

—This prescription was printed in a 
magazine of 1876... 

—And fits in fairly well with the 
wave of vicious propaganda that 
is sweeping over this war-sick 
world of ours. 


S16 Telben 


President 





JOSEPH P. MONTAGUE, M_D., 
is well known to shoe men. He 
is the author of “BROADWAY 
STOMACH,” published by Simon & 
Schuster, New York ($2.00), in 
which he takes some ideas which he 
got from shoe men and others and 
has thereby produced a business 
man’s best seller. Here are seven 
designs for living, out of his book 
BROADWAY STOMACH: 

“Carefully guard the five senses from 
injury. Avoid the glaring sun unless you 
have sun glasses. Avoid strident noises, 
sharp, spicy food, and disagreeable odors. 
Protect your skin from the irritation of 
tight belts or clothing. Besides protecting 
these five senses, go in for downright 
pampering of your sixth sense—what has 
been called your sense of humor. This 
is the biggest protection anyone can af- 
ford his nervous system! 

“Exercise in the form of strenuous 
exercise is a luxury only young men and 
fools can indulge in, and at that, not for 
long. However, there is plenty of safe 


and sane exercise to be had. For one 
thing, get away from the sit-down strike 
most office workers unconsciously indulge 
in. Stand up whenever you can. Walk 
instead of ride. Keep active throughout 
the day, and you can forget about that 
week-end exercise you have been promis- 
ing yourself. At any rate, if you do in- 
dulge in it, you will be in a better posi- 
tion to do so! 

“Sleep is by no means a modern inven- 
tion. It is one of the time-tested methods 
of overcoming fatigue, but you should do 
your sleeping in bed. Don’t take any- 
body’s rule for how many hours a night 
you need. Find out for yourself how 
many you need in order to feel fit the 
next day. If your needs appear excessive 
—that is, more than eight hours—better 
have your family doctor check up and 
see why you need so much sleep. 

“Don’t take poison by adopting some- 
body else’s rules for feeding. It may 
be just dandy for him, but it may wreck 
your food canal. Make your own obser- 
vations as to what your food canal can 
handle and what it cannot. 

“If you must smoke, do so immediately 
after your meal—not before, and cer- 
tainly not during the meal (if you do, 
you interfere with the normal rhythmic 
contractions of the food canal and you 





disturb the taste reflex, since, with a 
mouthful of smoke, the only thing you'll 
taste is smoke, and this has not yet 
been added to the list of approved foods) . 

“Liquor occasionally aids in relaxing 
nervous tension, and in sensible dosage 
can be used for that purpose. Taken in 
more than sane doses, it not only inter- 
feres with digestion but it will relax 
you to the consistency of a wet rag—in 
other words, make you sloppy. The re- 
action on the morning after will do 
neither nervous system nor stomach any 
good. 

“Are you having any fun? If not, 
you're missing one of the very best pre- 
ventives of nervous tension. ‘Life is 
real, life is earnest,’ but better get your 
laughs as you go along because life is 
one difficulty you'll never get out of 
alive.” 

- * +. 


W. T. CLARK of Mabley & 
Carew Company, Cincinnati, Ohio, 
says: 

“The Boot anp SHoe Recorp- 
ER’s idea of promoting the Indian 
theme, I think, is very good, due to 
the fact that every American is talk- 
ing and buying American. In fact, 
we have had good results with pro- 
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motions of this type. Knowing, too, 
that you are always interested in 
results, may I say that our Indian 
promotion was by far the best pull- 
ing ad we ever ran.” 





EDWARD K. LINDBERG, per- 
haps the best known West Seattle 
(Washington) shoe dealer, in the 
business of saving soles physically 
as well as religiously, for he com- 
bined shoe retailing on Seattle’s 
West Side with preaching of the 
gospel in a spectacular motorcar, 
died recently at Tacoma (Washing- 
ton), while on a visit. 

The West Seattle shoe retailer, in 
the shoe business in that section ot 
the Pacific Northwest metropolis 
for the past 37 years, was a familiar 
figure on Sundays, operating a mis- 
sion, which he founded, and driving 
into distant places by means of a 
snow-white auto decorated with bib- 
lical scenes and equipped with a 
radio speaker for reaching crowds. 
For the past twenty years, he has 
used the profits of his shoe store in 
West Seattle to disseminate reli- 
gious teachings. 

* * * 
THE War Department has an- 
nounced that in order to provide 
shoes of the proper size for each 
soldier, it is necessary to keep in 
stock at least 90 different shoe sizes 
in each of the Army camps, posts 
and supply depots. Regular stock 
includes 90 sizes, in lengths from 
5 to 12, and widths from A to EE. 
In addition, it is necessary to pro- 
vide in some cases shoes as large 


as size 16 or as small as size 444. 
* ” + 


THE long arm of coincidence! 
Buddies were brought together by 
the Boor anp SHoe Recorper. We 
recently ran a picture of Edward 
Blomquist, president of the Dayton 
Shoe Retailers Club, and lo and be- 
hold, an old time army sergeant and 
buddy of his (now selling shoes 
along the Canadian border in 
Maine), saw the photo and wrote to 


Blomquist. There they were, to- 
gether again. It was the first con- 
tact these two had had in twenty- 
one years. .. Proving again and 
again that this is a shoe family. 


@RIE W. SHERER, director of 
Staff Training of R. H. Macy & Co.. 
says: 

“As we see it, the 194] training 
problem stands as follows: Produc- 
tion within the shortest reasonable 
time and salespeople equipped to 
give to the consumer quality, fash- 
ion and scientific information. We 
believe the best answer to this prob- 
lem is the ‘trained sponsor’ and a 
‘realistic method’ of training. A 
sponsor is a regular salesperson of 
demonstrated sales ability, one who 
knows her merchandise from all 
these angles, one who can remem- 
ber her own first days, project her- 
self into the new person’s situation, 
and take satisfaction in helping 
someone else get under way.” 


_ * * ” 


ERUTH WALTZ, fashion director 
of L. Bamberger & Co., Newark, 
N. J., says: 

“Shoes for this Spring are 
strongly divided into day shoes and 
play shoes. Don’t make the mistake 
of selling play shoes for day shoes. 
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You are going to lose business. Sell 
your play shoes as an added pair, 
and train your salespeople to em- 
phasize the point that play shoes, 
as such, are entirely out of place on 
the street. Shoes stress pumps of 
all heel heights above everything 
else. Open toes and heels are still 





going strong, but are not a MUST. 
Trimmings everywhere are discreet, 
with emphasis right now on nail 
heads. For Leather, we have patent 
kids—both plain and crushed, calf- 
skin in staple colors such as black, 
brown, and navy—the kind you can 
polish—gabardine, generally elas- 
ticized, snakeskin, and alligator. 
Black will sell fast, of course, but 
not so much as other years. Then 
the new cocoa shades to go with the 
new Spring browns. Many shoe 
men expect red to be big this Spring. 
Toast, especially in reptile, and all 
the saddle and antique shades will 
be sold for wear with town clothes. 
In play shoes, the stronger the color, 
the better.” 


“How are you on diplomacy, Bill?" 














Above: Mary Lewis, expert in Mother 
and Daughter fashions, has designed 
these smart matching suits for Spring in 
wool jackets and shepherd check skirts. 
Photograph by Stephen Elliot. 


Here it is, a new last that puts baby slip- 

per comfort into a woman’s shoe. For 

comparison we show also a little girl's 

and a baby’s last. All three by Daetsch & 
W oodward. 














ee 


GIVE a woman a shoe style that fits and flatters and 
is heavenly comfortable and you've given her some- 
thing she’ll never forget. Nine times out of ten 
she'll come back for more of the same. Add high 
style promotion and you've cornered the entire 
feminine shoe market. 

The history of the past few years in shoe styles 
proves the point. Who would ever have thought. that 
you could sell a smart woman a shoe nearly as wide 
as her foot and a shoe that looked it, too! But you 
did! And she liked it. She liked your new wall last, 
your square toe, your round, full toe, your broad 
tread. She liked them in play shoes and casual shoes 
and in street and dressy types. She liked all these 
features because they were presented to her as style 
features and because she saw that they flattered her 
foot in a new way making it look shorter and more 
youthful. And she liked the comfort they gave her, 
as well as their new style appeal. 

Lower heels made these shoes look even younger. 
“Little Girl” styles . . . the Mary Jane strap (see the 
Recorpers for March 16 and May 4, 1940) ... 
and “Doll shoes” with cute little bows, made style 
news. This youth movement in shoes . . . as well as 
in ready-to-wear . . . continues to grow in volume 
and drama. Every season mother’s styles especially 
in casual and play clothes, have grown more and more 
like little daughter’s. Promotion-minded designers, 
manufacturers and stores saw the promotion value of 

[TURN TO PAGE 36, PLEASE] 


Above: At play and on the beach, 

Mother and Daughter can wear match- 

ing shoes like these espadrilles with 

hemp composition soles or the smart 

wooden clogs also match mates. All 
four from J. J. Mackey. 


Right: For casual town and country 
/wear, Mother and Daughter can keep 


step in styles like these smart little 
Native American shoes from Vitality. 


“*Lictie Girl” Shoes, “Doll Shoes” and 
Now “Baby Shoes” 1941°s Dramatic Con- 
tribution to Women’s Shoe Styles. Three 
Logical Steps in the Growing Popularity 
of Broader Treads and Fuller Toes as 
High Style Features, All Fitting into the 
Season’s Great Promotion Idea, the 


Mother and Daughter Theme. 














Every inch a soldier. Pri- 
vate Walter P. Steele, of 
Company G, 16th United 
States Infantry, who has 
served in the Army for 25 
years, has been chosen to 
model for a life-size bust of 
the typical American soldier 
which will be part of a 
memorial to be erected for 
the late John Philip Sousa. 


UNCLE SAM'S ROOKIES 


*SIE ACH soldier that is added to the present Army 
requires during his first year a minimum of eight pairs 
of shoes, in use, on hand in camps and depots, on order 
and in the process of being ordered,” A. J. Browning, 
deputy director of the division of purchases, Office of 
Production Management, told the Appropriations Com- 
mittee of the House of Representatives at a hearing in 
Washington, January 29, when he recommended a 
deficiency appropriation of $11,070,000 for service 
shoes and $2,644,182 for leather boots to permit the 
Army to take immediate steps to place long-term con- 
tracts. 

“Two pairs of shoes are issued to each man when he 
enters the service,” Mr. Browning explained. “Three 
pairs are required to replace the shoes he will wear out 
during the first year. One pair must be on hand at the 
camp or en route to the camp; one pair in the depot 
to service the camps, allowed time for obtaining ship- 


ments from the manufacturers and to maintain properly 
balanced stocks. One pair being manufactured. This 
is to allow time to tan the leather and to make the shoes 
(it takes six weeks to properly tan leather for Army 
use). 

“In addition, time is required for issuing the invita- 
tion to bid, analyzing the bids and clearing with the 
various departments before the awards are made. 

“Of course, in the second year, this same soldier 
requires only four pairs of shoes, but during the first 
year the working stocks must be built up. This is in 
line with the inventory and distribution experiences of 


Clothing the rookie, Private Granville Schuch’s next 

year’s wardrobe is nearly complete as he prepares to 

leave the Quartermaster’s depot at Fort Jay, Governor’s 

Island, New York. Included in his issue is everything 

from two pairs of shoes to five types of headgear and 
one-half of a pup tent. 
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other large buyers, who in general, follow the same 
procurement program.” 


MER. BROWNING told the committee that orders must 
be placed from six months to one year in advance of 
the time the merchandise is needed in order to do “a 
well-planned buying job.”” He promised that such a 
program will keep costs at a minimum, give labor con- 
tinuous employment, keep consumer prices down, and 
make it possible to obtain deliveries on schedule. 

A complete inventory control plan is being set up 
by the Quartermaster of the Army, Mr. Browning re- 
ported, and this is expected to greatly facilitate the 
distribution of clothing and shoes. He warned, however, 
that neither this plan nor any other plan can insure 
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that the needs of the Army will be met if “we stazt out 
with inadequate supplies.” 

He supplied the committee with these details on 
shoes and leather boots for mechanized and mounted 
services : 

The manufacture of service shoes requires the use 
of selected quality, oak-tanned sole leather and specially 
tanned upper leather. In order to assure adequate 
supplies of these materials, it is necessary to place 
orders far enough in advance of delivery dates to allow 
sufficient time for both tanning of the leather and 
making of the shoes. 

It is also desirable to do this work so far as possible 
during the periods when the industry is least active in 

[TURN TO PAGE 36, PLEASE] 


Army Must Buy Eight Pairs for Every Soldier During His 


Firet Year in the Army, Deputy Director of Purchases Di- 


vision Telis House of Representatives Appropriations Com- 


mittee. How Quartermaster Plans to Facilitate Distribution 


of Shoes and Clothing by a New Inventory Control System. 


TOUGH 


on Shoes 

















Left: Dorothy Darrell wears blue 
wool:slacks and mess jacket with red 
cord tie and anchor pin, and red and 
white striped jersey and turban. Her 
shoes have modified wedge soles and 
uppers of silk sharkskin striped in 
the patriotic red, white and blue. 


Right, left hand photo: Kathryn 
Adams wears a coral cotton jumper 
with colorful peasant braid trim, huge 
patch pockets, fitted belt and buttons 
up the back with a white cotton 
blouse trimmed in matching braid 
and coral buttons. She completes the 
ensemble with cork-soled sandals of 
natural crash, in a bright pattern. 


Right, right hand photo: With a peas- 
ant costume consisting of white silk 
blouse, sea blue lightweight wool skirt 
and fitted sleeveless bodice scroll- 
embroidered in varicolored yarn, 
Peggy Moran wears a striking combi- 
nation of white kid and pastel striped 
silk sharkskin in a cleverly designed 
strap sandal with narrow platform. 











COLOR 
In the 
Rn, = 


costume with a matching sleeveless jacket of du- 
bonnet. Her shoes are white kidskin with open 
toes, open heels and plenty of perforations. 


Manner 


Shoes and Costumes Worn at Popular California Resorts Vie 


With Nature Itself in Brilliant Tones. 
by ALICE STUART 


Assistant Fashion Editor of Universal Studios 








COLOR is the most important single influ- 
ence in the California resort season this 
year. It is everywhere in bright hues in 
ready-to-wear, and is well represented in 
footwear fashions. The brilliant blue of the 
Pacific, the red of the setting sun, the green 
of the desert cactus, the tan of sun-warmed 
sand and the radiant tones of tropical 
blooms, all are springing into prominence 
on the feet of vistors to such famed Cali- 
fornia resorts as Catalina, Lake Arrowhead 
and Palm Springs. Materials, too, are tak- 
ing on new brilliance, both in type and treat- 
ment. Woven straw, pleated silk, perforated 
kid, beaten copper, mesh plastics and sleek 
reptiles are used to fashion 1941’s Spring 
parade of California shoe styles. Carefree 
casuals as well as sandals are designed for 
foot-flattering comfort. 


AMONG the daylight to dusk designs 
selected by a group of Universal Studio’s 
feature starlets, are the following highlights: 
sling pumps, scroll throat treatments, stitch- 
ings, crushed goatskin, square-toed lasts, 
solid leather medium heels, natural leather 
thongs on classic brogues, striking combina- 
tion of white kid and pastel striped silk 
sharkskin, colorful strap sandals, narrow 
platform soles and draped vamps, modified 
wedge soles and saddle leathers. 


Natural leather buttons and belt accent Helen 
Parrish’s beige sharkskin shirtmaker dress. She 
wears with it perforated alligator print pumps 
with perky bows and a Bahamas straw hat and 
bag appliqued in suede in colorful island design. 
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Mr. Whiddon explains the fine 
points in shoe construction to 
an interested customer. He be- 
lieves in showing plenty of 
shoes and letting them do a 
part in selling themselves. 


CUSTOMER CONFIDENCE 
Key to Shoe Salesmanship 


©6§ ALESMANSHIP, to my way of thinking, is nothing 
more than the building up of confidence in your cus- 
tomer to the point where she is willing to accept your 
judgment as to the correct model and size of shoes she 
should wear,” says D. G. Whiddon, owner of Whiddon 
Shoe Store, 1709 Elm Street, Dallas. 

“In most lines of shoes, there is sufficient range in 
color and ornamentation to permit the customer to 
harmonize the shoes with her costume. Give your cus- 


tomer correct fitting and as much style as possible, if 
you want her to come back season after season and 
year after year. 

“When I approach a customer, I walk with a rapid 
stride, and I greet them with a smile. Customers always 
make me happy. Right here, I want to say that if you 
can’t smile wholeheartedly, don’t force it, because every 
woman knows in a flash whether your cordiality is real 
and sincere, or whether it is synthetic. 
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Mr. Whiddon at the fitting stool puts into prac- 
tice the theories which he has used successfully 
for years in his work of retail shoe selling. 


How D. G. Whiddon, of Dallas, Wins Their 


Confidence to a Point Where They Are 


Willing to Accept His Judgment as to Model 
and Size. His Sales Technique Enabled Him to 
Lead in Sales of Extra Pairs and Build a Cli- 


entele That Followed Him to His Own Store. 


“If the customer happens to be ugly, crippled, or sen- 
sitive about the amount of money she can spend, I am 
especially nice. Why? People of this type are not 
shown too much consideration in the larger stores, and 
they are appreciative when they are well treated. They 
turn out to be the greatest missionaries of good will 
a salesman or store can have. 

“I never tell them about their crippled feet. If they 


want to tell me, I listen attentively. The only comment 
I make is that I can fit them. If they bemoan their mis- 
fortunes, I tell them that I fit lots of people whose feet 

[TURN TO PAGE 35, PLEASE] 


DRED G. WHIDDON 





Light Touches in Display Appear as Fitting 


Complements to Light and Airy Shoes. Simple 


Arrangements Center Attention on the Shoes 


Themecives. 


Left: In this Spring dis- 
play from  Rothschild’s, 
Kansas City, Mo., floral 
touches give the appear- 
ance of a garden, with the 
importance of the shoes 
heightened by their simple 


effective arrangement. 


Right: Use of a center pan- 
el is illustrated here with a 
simple country scene, while 
the geometric arrangement 
of the shoes shows them 
off to best advantage. From 
The Fair Store, Chicago. 











Left: Hand-sewn mocca- 
sins, harbingers of Spring- 
time and life in the open, 
are shown in this window 
from Franklin Simon’s, New 
York. The leafy arrange- 
ment at the top heightens 
the Spring atmosphere. 


Right: A new feature in 
shoes developed at the fa- 


mous medical center, 


Chicago. The center panel 

draws attention to the mes- 

sage and lends point and 
interest to the display. 





BBY the middle of February most shoe stores have 
purchased at least a part of their Spring stocks, and 
the more enterprising have turned their thoughts to 
Spring promotion. So it is not surprising to find Spring 
shoe windows making their appearance at this season. 

Contrary to the practice in former years, this year’s 
crop of Spring displays has centered thought and atten- 
tion on the shoes. No “pretty pictures” are the new 
Spring windows; selling, and selling shoes is their func- 
tion. Spring atmosphere is introduced by a few well- 
chosen decorative props—designed to put over the 
idea of Spring at a glance. Most popular among these 
are the floral touches seen in almost every Spring win- 


dow; leaves, leafy boughs, flowers, etc., convey the 
idea immediately, and gay Spring shoes complete the 
picture. 


SIMPLE shoe arrangements have been found best. 
They avoid confusion in the minds of onlookers, and 
they present the merchandise without distracting atten- 
tion and interest away from the shoes and to the arrange- 
ments themselves. 

It is through careful observance of the rules of good 
display—which, after all, are rules of good psychology 
—that shoe windows are taking their place in increasing 
degree as instruments to sell shoes. 
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Me fils 


OUTLOOLM 


Three Strikes and You’re Out! 


BT’S a dark, dark world but we can see a little light on 
the horizon. True, it is but a faint glow but it will in- 
crease in intensity and the rising sun will, | hope, come 
in our generation. 

I am not writing on the subject of the battle for 
democracy, although the simile is well taken. What I 
have in mind is this living light that seems to be pene- 
trating into shoe stores all over the country—a light in 
the eye of the man who owns a business or hopes some 
day to own a business; who sees by his own efforts, in 
his own community, an opportunity for a living and a 
security and an ambition. 

Sure as day follows night, the awakening of men and 
merchants to the idea of owning and operating a busi- 
ness (the size of which measures the caliber of the man) 
is apparent. It is the fight in the man that counts— 
not his physical size nor his financial stature. Many a 
big, stale guy is put in the shade by a colorful in- 
dividual whose face lights up with enthusiasm for work 
at the fitting stool; because this is the battle of the fitting 
stool and the public is on your side. You just can’t go 
stale at the fitting stool any more and hope to survive. 

So much for the wind-up. Now we'll put a little spit 
on the ball! Just as David did unto Goliath—so shall 
it be. Chains are a bit groggy with old and stale 
stock. Remember, time creeps up on them too. 
They haven’t been playing ball with their sources of 
supply and before long, by some strange combination 
of things, some of them begin to slow up in their pitch- 
ing to the public. The game is getting pretty fast today 
and when you have so many bases to fill with new and 
desirable shoes, you find that you can only get a few 
piles of shoes on each base. The rest of the stock is 
warmed-over stuff and the public “ain’t interested” in 
pinching pennies in clearance-time—as they were in 
past seasons. 

A few juicy failures in the big chain league, if they 
do come, will throw the fear of cash into the bushes— 
because out in the bushes they are building shoes for 
bird-seed profit, and they fold up pretty fast when they 
don’t get orders or cash. If some chain organiza- 
tions had a little more respect for sources of 
supply, they would be in a stronger position. But 
they treat them as though they were chain-gang 
slaves, 

Don’t mistake us as being vitriolic on all chain opera- 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


tion. There are some superbly honest capable men who 
have a capacity to mentally grasp the marketing of 
goods in more stores than one. America will always 
have an opportunity for the big brain to do a big job, 
I hope, and pray. 

But what I have in mind is the cancerous growth on 
the body of retailing—those sores in the bowels of busi- 
ness that make the entire body sick. A healthy business 
body has got to have some respect—not only for the 
product it makes but for the people who make it. People 
are paid in wages and ambitions and contentments. And 
concerns are paid in profits; and there is little of any of 
it in the way some of the snide chains are operating. 

Which brings ys up to the point of their greatest 
vulnerability at the moment. Economics may slap them 
down. The chain body is in a straitjacket of fixed 
prices. They say prices are definitely immovable so it 
is obvious that quality has got to go out; because you 
can’t squeeze overhead or anything else any further. 
It is positively anemic from malnutrition now. 

Certain products that go into shoes have risen. That’s 
an irrefutable fact and some of these products are ab- 
solutely necessary in shoes—so what to do. Well, that’s 
their problem not ours. 

There is groaning and wailing in the realm of the 
chisel. We shall shortly see what we shall see, and the 
battle for business is going to be fought on that one 
issue—immovable prices facing irresistible supplies. 
Two strikes up—only one to go. 

We believe in the principle of the most for the money 
and we believe the most comes in the right shoes at the 
right price, in the right fitting, in the right style, at the 
right time. 

And now—to be as broad as we are long—a major 
fault in the entire shoe industry—owner-operated as 
well as chain—lies’ at the fitting stool. If prices are 
bracketed, so too can be the degree of service rendered 
to the public over the fitting stool. If every man will 
do a better job at the fitting stool, the problem of price 
(be it five or ten cents, a quarter or a dollar more) is not 
so vitally important in the more active world we are 
riding into. Better pitched salesmanship at the fitting 
stool wouldn’t hurt this industry at all, at all. 
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These Exquisite ‘Tango 


BLACK PATENTS | 


fon Apring 


IN STOCK FOR --AT ONCE DELIVERY 


Faille Lining 
Faille Lining 








ICES and 
vonica-$290 ne 2% 20 Doe 
Tango na, $3.60 = a orders 


sy: <a four pairs assorted: 
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Tested Principles 
Still Sell Shoes 


S6BBOYS, remember these folks are 
our customers. It’s our obligation to 
be honest, to give them good value 
for their money and courteous ser- 
vice. If we do, they'll keep coming 
back to us.” 

That, in substance, was Charles F. 
Krametbauer’s first and most lasting 
lesson on the shoe business to his 
two sons, Charles, Jr., and Laddie, 
who are now in business with him in 
the store known as Chas. F. Kramet- 
bauer & Son, one of Chicago’s out- 
standing neighborhood shoe stores. 
Mr. Krametbauer brought his two 
boys up in the business. He started 
them at the fitting stool when they 
were still very young and he told 
them that at that point rested their 
future success in the shoe business. 

Mr. Krametbauer practices what 
he teaches; for forty years he has 
operated his store in what is general- 
ly considered a less than 5 per cent 
location. The store, which last Fall, 
was remodeled for the first time, is in 
the heart of a thriving, brightly- 
lighted business district, where it 
might attract shoppers or transients. 


Located at 2457 S. Kedzie Avenue, it 
is on a car line but is off the beaten 
track in a neighborhood largely resi- 
dential, and is blocks from any recog- 
nized shopping district. Yet the store 
consistently does one of the largest 
volumes of general family shoe busi- 
ness in the Chicago area, is now serv- 
ing the second and third generation 
of customers in many families, and 
has customers coming from great dis- 
tances. 


THE chief reason is probably be- 
cause Mr. Krametbauer has consis- 
tently stuck to his convictions that 
it’s the good old fundamentals of sell- 
ing that count in the long run and 


because Charles Jr. and Laddie have 


The Krametbauer store to- 
day, ‘with modern fixtures 
and lighting. In forty years 
the store, which is not in 
a main business district, 
has remained one of Chi- 
cago’s leading neighbor- 
hood shoe stores. 


heeded his advice that the most im- 
portant point in a shoe sale is their 
service at the fitting stool. 


EN order to give that service to 
each and every customer, the stock 
of shoes has been gaged to meet all 
family needs. In women’s shoes the 
prices range from $3 up to $12.50 
and include a wide selection of high 
style, moderate, and arch type shoes. 
Men’s and children’s lines also repre- 
sent several price levels, so that in 
addition to satisfying the tastes of a 
particular individual, the store’s stock 
can also come within a wide range 

of varied family budgets. 
This policy of maintaining a wide 
[TURN TO PAGE 39, PLEASE] 


Craries F. Krametbauer & Son in Chicago Finds That Geod 


Old Fundamentals Stiii Are of Value in Selling and Mer- 


chandising Shoes. Basic Theory of Good Shoes Pius Good 


Service Attracts Custemers to a Store and Holds Them. 
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Today the rubber boot and canvas shoe industry stands directly before 
a most unprecedented marketing situation—mnever has a new year 
opened with business at such high levels and with the outlook for busi- 


ness pointing to an ever-increasing continuance of that uptrend. 


GOVERNMENT PRIORITY ORDERS 


The great challenge to the rubber footwear industry is a challenge 
placed squarely before the producer who is confronted with the task 
of simultaneously doing what is expected of them in supplying those 
items of footwear required for Government Defense and expanding the 
production of their plant to meet the increasing purchasing power of 
the consumer who, because of increased employment, has a greater 


income, greater purchasing power—than ever before. 


Into this problem the Servus Rubber Company, and the Lambertville 
Division of the Servus Rubber Company, has dedicated itself to the 


problem of a better service for the shoe dealer. Streamlined produc- 


tion—intensely trained personnel—expanded storage facilities—are the 


steps taken to assure better and more prompt deliveries for 1941. 


RETAIL STORES 


It is logical that the Lambertville Division of the Servus Rubber Com- 
pany give to the RETAIL SHOE STORE an early opportunity to make 
an intelligent selection of new Colorful, Novelty Style Numbers, made 
on the latest up-to-the-minute lasts for 1941. If the retail shoe store 
dealer makes his selection early, he may be assured of an adequate 


supply of salable up-to-the-minute stock in his retail store when the 





buying demand requires it. 





The new 1941 price 
list has been pro- Stand back of the 


duced early. It is ‘- Lambertville boot 
and gaiter line and 








yours for the asking 
—NOW. Send for sa you will win. 
your copy. It is free. 


OFFICES AND STOCKROOMS FACTORY AND STOCKROOMS 


LAMBERTVILLE DIVISION o4 28-330 BROADWAY ROCK ISLAND, ILLINOIS 
THE SERVUS RUBBER COMPANY vcrrouciy + # 





BOOT ann SHOE RECORDER, February 15, 1941 





A Boot and Shoe Recorder Department 


okey PELE r gg 


by JOHN F. W. ANDERSON 


Americanism 


Benjamin Namm, president of the 
Namm Store, Brooklyn, N. Y., re- 
cently offered a 10-point program as 
the contribution of retailers to na- 
tional defense. The program, which 
includes a doctrine of Americanism, 
fair practice standards and employees’ 
welfare, is as follows: 

“To practice and preach the doc- 
trine of America First. 

“To help promulgate fair practice 
standards in an effort to eliminate ex- 
isting trade practices that may be un- 
fair or harmful. 

“To act as Purchasing Agent for 
the public and in that connection 
avoiding even the semblance of profi- 
teering. 

“To disseminate to consumers such 


“To prevent, as far as possible, any 
unwarranted increases in the price of 
merchandise. 

“To urge upon manufacturers that 
merchandise be informatively labeled. 

“To eliminate ‘scare’ advertising, 
particularly that which says or im- 
plies ‘buy now because prices are ris- 
ing.’ 

“To keep consumers informed as to 
price increases, likewise such changes 
in quality as are made to avoid an in- 
crease in price. 

“In determining the role of retailers 
in national defense we must remain 
realistic,” said Mr. Namm. “It would 
be folly if, under the stress of war- 
time emotion, we failed to realize that 
the greatest service that we can render 
to our country is to concentrate upon 


Seasoned in the Wood 


Down at Wanamaker’s Department 
Store, Broadway at 9th Street, New 
York City, they have a real man’s 
shoe window. The walls are of na- 
tural wood paneling. Natural finish 
wooden display fixtures, end tables 
benches are scat- 
tered around the display in casual 
fashion and a few pieces of rich 
brown calf skin add warmth to the 
window. If atmosphere can sell men’s 


and shoemaker’s 


shoes, this window sure has it. 
* * * 


Business Good in York 


Mose Leibowitz, proprietor of the 
York, Pa., 
dropped in last week to tell us how 
the shoe business is in a “guinea pig” 


M and L Shoe Store, 


city. 





doing the job for which we are best 
fitted, retail distribution, and doing 
that job more efficiently than it has 
ever been done.” 

* * * 


York, as you may know, has been 
used for more city surveys than you 
can shake a stick at. It seems to be 
the average American city in size, 
peoples, industry, etc., and recently 
reports greatly increased prosperity 
due to numerous defense contracts. 

“The retail shoe business,” accord- 
ing to Mr. Leibowitz, “is better than 
a year ago, but as yet has not en- 
jeyed the full effects of the increased 
wages and employment in the com- 
munity. However, retail business 
should be considerably better this 
Spring. 

“In our store, we experienced a 
very successful January clearance. 
Part of this may be due to the fact 
that we did not start our sale until 
the third week in January, and part 
to the fact that we gave our shoes the 
full markdown to start. We have 
found that the public is too smart to 
fall for a progressive markdown of 
fifty cents or a dollar each week. That 
may have worked once, but now the 
customer sits back and waits until 
prices hit bottom.” 


defense literature and information as 
the government desires to have dis- 
tributed. 

“To maintain employment at the 
highest possible rate. 

“To give every possible encourage- 
ment to employees who wish to serve 
their country. 


“It’s grand to be out under the sun 
—well dressed, beautifully shod.” 
(Sears, Roebuck and Co., Miami) 





A New Service Added ... 


"Fi 
oot h” cards are kept on every 
child we have the privilege to fit (with any 
Notations on corrections oF perscriptions neces- 
sary) 

This service will enable us to know your 
child's foot thoroughly. so we may be able to 
fit it correctly at all tumes and later insure 
better posture and porse 











Huggins wees in Pasadena, California, recently sent out this attractive 
selling card to their children’s shoe customers. 
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BEST IDEA OF THE WEEK 
FOR THE TAILOR-MADE CUSTOMER 
(Marshall Field & Company, Chicago) 


O. P. Ideator—“That large collection of shoes you 
have on that table over there always seems to have a 
number of interest€l observers. I can well under- 
stand why, because they are some of the most original 
styles that I have seen.” 

Men’s buyer Walter Gable—“That’s our tailor-made 
shoe department and those are our custom shoe models. 
That’s where certain of our customers design their 
own shoes.” 

O. P. Ideator—“Just how do they go about that? It 
seems to me that a customer must have to be rather 
talented to actually design a pair of shoes.” 

Mr. Gable—*First, customers are fitted in stock 
shoes from our regular shelves. Then, after last and 
size is determined, they build their own shoe from the 
models on display.” 

O. P. Ideator—*Sort of a custom designing job in 
a way?” 

Mr. Gable—*“Exactly! In fact a customer goes 
through much the same procedure in ordering his own 
special shoes here as he would in ordering a custom 


to choose from. He may select a tip design from one 
shoe, an eyelet treatment from another, a quarter pat- 
tern for still another, and so on until he has the entire 
shoe assembled. 

“In addition, right here in the center of the display, 
we have this large sample book of leathers for his 
selection and also an assortment of stitching, tooling 
and design treatments, so that by the time a customer 
is through, every bit of workmanship is his own in- 
dividual selection.” 

O. P. Ideator—“This sounds to me like a great idea, 
but doesn’t it affect the sales of your stock style shoes?” 


Mr. Gable—“No more than our custom-made suit 
sales affect the ready-to-wear departments. Custom- 
made shoes cost more money and can only be pur- 
chased by a certain class of customers. For these 
people it is a great convenience and creates extra sales 
that we might not get.” 


O. P. Ideator—“All of which proves that it is pos- 
sible for a customer to be dressed from head to foot 


made suit from his tailor. 





He has some 30 models 


as a complete individual.” 








College Men Are Style 
Conscious 


Manager Maurice Morger of the 
Nunn-Bush Store, 607 Sixteenth 
Street, Denver, Colorado, has found 
that there is “gold” in that there col- 
lege business. 

Finding that if new styles are 
brought to their attention, college 
boys will buy more pairs per year 
than regular customers, Manager 
Morger cultivates their business with 
considerable personal effort. When 
he receives a new group of smart 
styles, he calls up the local fraternity 
houses and makes appointments to 
show his line. 

He gains the necessary entree by 
telephoning the fraternity houses in 
advance. He talks to whoever an- 
swers the phone, explains that he has 
some new styles that the boys might 
like to see, and asks permission to 
call. In closing the conversation he 
asks the name of the person he is 
talking to in order that he may have a 
name to mention in the personal ap- 
proach. 

In making the personal calls, Man- 
ager Morger never makes any attempt 
to do immediate selling. He takes 
along only a few of the best numbers 
and shows them to the boys who hap- 
pen to be home. At the close of the 
“style show,” he leaves cards and 
literature, thanks the boys and invites 
them to visit his store at their con- 
venience. Mr. Morger reports a few 


immediate sales from the visits and 
considerable future good will and 


patronage. 
* » * 


Take Your Pick! 


The following little sketch illus- 
trates an idea sent in by Earl H. Davis 
of Lansing, Michigan. 








gg ee = OF oe nce me 


Mr. Davis reports that he fastens 
these hooks, equipped with rubber 
vacuum cups, to the outside of his 
window and hooks an overshoe, rub- 
ber, slippet, or shoe on each (which- 
ever is most appropriate to the sea- 


son). Mr. Davis reports that he 
bought these gadgets at the ten cent 
store. He has used them all winter 
and they have attracted considerable 
attention and numerous sales, for this 
outside display gives the shopper a 
chance to feel the merchandise. There 
is little chance of a customer walking 
off with a shoe because there is no 
mate on display. 


What Makes Ads Click? 


In an effort to reduce advertising 
from a hit-or-miss proposition to a 
basis of pre-evaluation Professor 
Charles M. Edwards, Jr., of the School 
of Retailing, New York University, 
has found that “an advertisement’s 
chance for success invariably increases 
as the number of pertinent merchan- 
dise facts included in the advertise- 
ment increases. The more facts an 
advertisement includes, the more sales 
the advertisement makes, as a rule. 
This doesn’t mean, of course, that the 
mere cramming of all conceivable 
facts into an advertisement assures the 
success of the advertisement. It means 
that an imperative condition for full- 
est success is the inclusion of all the 
essential merchandise facts that the 
customer needs or wishes to know 
about any given article before she 
can or will buy. Isn’t this finding 
supported by, and doesn’t it lend 
credence to, the consumer movement, 
the theme of which is ‘the consumer 
wants to know’?” 





Matt Condon, well known 
Charleston, S. C., shoe re- 
tailer, and his son, James, 
associated with his father 
in business. Both of them 
are ardent Recorder fans. 


DOWN in Charleston, S. C., is a store exemplifying 
the father and son principle. The store, James F. Con- 
don & Sons; the father, Matthew A. Condon; the son, 
James F. Condon. 

James has charge of the juvenile department and 
is enthusiastic about topping the daily sales figures of 
previous years. He is second vice-president of the 


Charleston Retail Merchants’ Association. His father 


served as president in his youth. 
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Both Condons are close readers of the Recorper. As 
Matthew Condon puts it, “We like to see our lines adver- 
tised in the RECORDER pages— it is a further assurance 
to us, and to our force, of the sound value and style 
rightness of the lines we present to our customers. 

“You can feel assured that James F. now reads 
weekly the pages of the RECORDER very closely, and we 
get a lot of stimulation and good ideas from its 


pages.” 





BOOT anp SHOE RECORDER, February 15, 1941 





( POLL-PARROT OR STAR 
BRAND SHOES ARE WHAT 
| WANTED! NOT SOMETHING 

JUST AS GOOD! 











by featuring 


NATIONALLY ADVERTISED 
Poll-Parrot and Star Brand Shoes 


What? A superwoman? No, Mr. Salesman... 
just average Mrs. Consumer who has been reading DEMANDS LE ATHER 
Poll-Parrot and Star Brand national advertising. Sig ae 
Think of the many like her in your communi Fu gore Ris boys ant gists in Ge 
wrenting mapa hs aga pent Army, Navy, Marine and Nurses 
... then see this outstanding juvenile line . .. com- Corps dependable shoes, Uncle 
plete in everything ...lasts, patterns, price ranges Sam specifies leather counters, 
. .. Sales combinations that “click.” insoles and heel bases. 


\N 
ht a, 
\2 

~ 2 

h 


Poll Halhrot 
$s 


For Bors 


ROBERTS, JOHNSON & RAND Branch of International Shoe Co. ST. LOUIS, MO. 
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1,700 pairs of wearable 
shoes, packed in barrels, 
stand before the John 
Wiley Shoe Store with some 
of the Girl and Boy Scouts 
who aided in collecting 


them for the war refugees. 


AMERICAN ENTERPRISE 
Reflected in Relief Shoe Campaign 





How John Wiley Shoe Co., of Glens Falls, 


BARRELS of SHOES 
for WAR REFUGEES 


JOIN THIS COMMUNITY CAMPAIGN to give discarded but wearable Shoes to these needy 
folks of all ages whose homes are being blown to bits . . . their possessions scattered to the four 
winds . .. and everything they hold near and dear (except their honor) ruthlessly destroyed 


There must be thousands of pairs of wearable 


Shoes - Overshoes - Rubbers 


for Men, Women and Children 


N. Y., Collected 1,700 Pairs of Shoes for War 


Refugees in Ten Days, with Cooperation of 


Boy and Girl Scouts and Local Newspapers 


in the closets and store rooms of vicinity homes, too good to throw away — that will do these 
needy folks a lot of good, if given NOW. Warm your own hearts by this deed of mercy to 
these bombees (in our first line of defense). 


HOW the John Wiley Shoe Company collected and 


shipped 13 barrels of shoes for war refugees in ten days a 


provides an exciting chapter in the story of a humane 
enterprise. 

This little city becomes a pacemaker of a campaign 
designed to lessen the suffering which lack of footwear 
has brought to millions abroad. 

[CONTINUED ON PAGE 33] 


The poster which Mr. Wiley had printed and 
distributed in his successful campaign for shoes 
to be sent to Great Britain. 





PUT THEM IN THE BARREL 


WE'LL SORT THEM — PACK THEM — AND SHIP PREPAID TO NEW YORK 
where they will be supped immedrately thru af fisated dustributron centers to war refugees sbroad 


THE GIRL SCOUTS THE BOY SCOUTS 


Prone 2-3146 Prone 2-5435 


are entering enthusiastically into this Campaign. Call either headquarters or John Wiley Shoe 
Company (phone 2-3555) who are sponsoring this Campaign if you wish the Shoes called for 
The Scouts will gladly collect them on Saturday, November 50. 


DO YOUR BIT TO PUT IT OVER 
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American Enterprise in 
Relief Shoe Campaign 


[CONTINUED FROM PAGE 32] 


What is of special interest to shoe 
retailers, it also furnished a sidelight 
revealing the extent to which shoes are 
improperly fitted for purchasers—and 
what happened to them. 

When John Wiley, owner of the store, 
read of the program instituted by Boot 
AND SHOE REcoRDER to get shoes for 
war refugees he decided to have a part 
in it and to work systematically. 

Accordingly, he had posters printed 
and distributed throughout the city 
after getting Girl and Boy Scouts to 
promise their help. 

“Barrels of Shoes for War Refugees” 
was the heading of the poster, which 
said: 

“Join the community campaign to 
give discarded but wearable shoes tu 
these needy folks of all ages whose 
homes are being blown to bits . . . their 
possessions scattered to the four winds 
... and everything they hold dear (ex- 
cept their honor) ruthlessly destroyed. 

“There must be thousands of pairs 
of wearable shoes, overshoes, rubbers 
for men, women and children in the 
closets and storerooms of vicinity homes, 
too good to throw away—that will do 
these needy folk a lot of good if given 
NOW. Warm your own hearts by this 
deed of mercy to these bombees (in our 
first line of defense). 

“Tell your neighbors! Get your old 
shoes together. Put them in the barrel 
at 13 Warren Street. We'll sort them, 
*pack them, and ship prepaid to New 
York where they will be shipped im- 
mediately through affiliated distribu- 
tion centers to war refugees abroad.” 

Then message said that Boy and 
Girl Scouts were having a part in the 
campaign, giving their telephone num- 
bers, as well as that of the store, and 
asking them to tell where to call for 
shoes—with one day set for collecting 
them. 

Mr. Wiley put a Red, White and 
Blue barrel in front of the store and 
the shoes started coming. It was neces- 
sary to empty the barrel several times 
a day, since they were thrown in 
loosely. 

Newspapers gave space to the cru- 
sade. The people responded. 

When the campaign ended it was 
found that there were 1700 pairs of 
shoes, which were mated up, tied to- 
gether, wrapped in paper and sent to 
New York. 

Hundreds of pairs of these shoes were 
scarcely soiled—the soles showing they 
had been laid aside because of mis- 
fitting. But few of these shoes had 
been sold by the Wiley store. 

The Wiley store, an attractive estab- 
lishment, sells the Walk-Over shoe for 
men and women, Kali-sten-iks for chil- 
dren and Foot-Pals for men. 








Their beauty of sole and heel design gives a touch of style, quick 
to catch the window shopper’s eye, when shown “bottoms up”. 
Their wear value is so great that your customer becomes a 
booster for your store. They are waterproof; also slip-proof. 


There is a Gro-Cord or Raw-Cord sole with run of heels to 
match for nearly every kind of sport, dress or industrial shoe. 


A list of shoe manufacturers using these famous “bot- 
toms” will be sent on request. 


Shoes illustrated, courtesy of Teeple Shoe Co., Waupun, Wis- 
consin. 


No. 555—Brown Elk, RAW-CORD sole No. 1004% with 
No. 1106 heel 


In Stock :—Menteens ABCD, 6'%-12. $2.85 
Boys’ ABCD, 1 - 6. $2.45 
Little Men's CD, 11 -13%. $2.20 


Nothing can equal the original and genuine cord-on-end soles and 
heels, produced for 20 years under patents of inventor. 7 


eegfaan 
LIMA CORD SOLE & HEEL COMPANY Lima, Ohio 
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ae aaa Business After the Blitzkrieg 
TWO BASS FOURSOMES || ‘mmm 


MARE BIGGER 
SUMMER 
SALES FOR 


You! 


In the spring a golfer just naturally thinks of fairways 
and greens and how to improve his score. Cash in on 
this strong feeling by stocking Bass Sportocasins. They 
have everything a golfer wants in footwear ... True 
Moccasin construction to provide barefoot comfort and 
sure-footed stance ... smart styling to give well-dressed 
assurance. Sell the foursome of fast-selling styles 
below ... they are nationally advertised in Esquire, 
Mademoiselle, Golf, Golfing and Yankee by that happy 
foursome above. 


* sl a — 








No. 218 to retail at 
$15. Walker Cup 
model in Martin's 
Zug Scotch Grain. 


No. 5463 to retail at 
$11.50. Fine leathers 
and grand style with 
replaceable spikes. 


Selling shoes in front of a shop in Manchester, after 
the interior had been demolished in a bombing raid. 





Shoe Production Down for 1940 


Wasuincton, D. C.—Shoe production for 1940, ac- 
cording to the December release from the Department 
of Commerce, totaled 398,766,595 pairs, a decrease of 
6 per cent, or 25,369,816 pairs, from the 1939 total of 
424,136,411 pairs. This is not the final report but a 
tentative one preceding the summary for the year which 


will be issued shortly. 


No. 409 to retail at 
$16. Double construc- 
tion for greatest water 
resistance. In fine 
domestic veal. 


Ne. 212 to retail at 
$12.50. Smart brown 
and white combina- 
tion, popular replace- 
able spikes. 


Complete information and free catalog . . . 


write G. H. Bass & Co., Dept. BS-12, Wilton, Maine. 








BASS 


SPORTUASMS 











According to the report for December, men’s dress 
shoes showed a decrease of 3,923,745 pairs last year 
from 1939; men’s work shoes, an increase of 2,171,279 
pairs (the latter increase due, undoubtedly to the 
defense program and to army shoe purchases); wo- 
men’s shoes, a decrease of 17,836,058 pairs; youths’ 
and boys’ shoes, a decrease of 1,531,626 pairs; misses’ 
and children’s shoes, a decrease of 4,353,163 pairs; 
infants’ shoes, a decrease of 2,533,613 pairs. 

Three lines that showed sizable increases were athletic 
shoes (excluding footwear with fabric uppers and rub- 
ber soles) 17 per cent, or 656,334 pairs; part-leather 
and part-fabric footwear, 26.2 per cent, or 1,891,000 
pairs, and all-fabric shoes (also excluding footwear with 
fabric uppers and rubber soles) 25.6 per cent, or 
1,264,838 pairs. 

In the monthly comparison, December and Novem- 
ber, 1940, men’s dress shoes showed an increase of 
95,346 pairs; men’s work shoes, a decrease of 107,650 
pairs; women’s shoes, an increase of 2,248,810 pairs; 
youths’ and boys’ shoes, an increase of 31,629 pairs; 
misses’ and children’s shoes, an increase of 329,854 
pairs; infants’ shoes, an increase of 50,589 pairs. 
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Customer Confidence Key to Salesmanship 


[CONTINUED FROM PAGE 21] 


are in much worse shape than theirs. 
This seems to give them some sort of 
solace. 

“All ugly women are starved for com- 
pliments. You can’t tell them they are 
good looking without going beyond the 
bounds of reason, or becoming familiar. 
However, many an ugly woman wears 
smart clothes, beautiful ornaments, or 
good shoes. If a woman has an ugly 
face and a shapely foot, the shoe sales- 
man should sell her two pairs of shoes 
to every hat the milliner sells her. 

“You can compliment her on the 
smartness of her dress, her good taste, 
mention some ornament she is wearing, 
or pay her a compliment by listening 
attentively to her conversation. More- 
over you can do any of these things and 
maintain a dignified relation with the 
customer. 

“Finally, if the customer is drab in 
her dress and mediocre of mind, cer- 
tainly the salesman can tell her what 
a nice customer she is and what a 
pleasure it has been to wait on her, and 
how much he appreciates her trade. 
That is a small thing to do, but it is 
very effective, and strange to say, it is 
seldom done. 

“I am not a talkative salesman. 
After all, you have to allow your shoes 
to do most of the talking for you. Re- 
cently, I overheard a salesman talking 
a streak to a customer. He had at least 
a dozen pairs of shoes on the floor 
around her and he was bearing down 
to make the sale. 

“At long last, when he stopped mo- 
mentarily to catch his breath for an- 
other salvo of words, his elderly cus- 
tomer brought him up with, “Young 
man, I like your shoes and I'll buy a 
pair, if you'll only be quiet for a 
minute or two so that I can think.’ Even 
as little as I talk to a customer, I find 
that occasionally I talk myself out of 
a sale. It is one of the easiest things 
for a salesman to do. 

“Knowledge of your stock is a power- 
ful asset in a small store. Not only 
knowledge of styles, patterns and 
colors, but also what sizes are missing 
out of a run. If a customer who wears 
a 7 AAAA come in, and you have that 
size and last in several models, be sure 
that you do not show her a model in 
which her size is missing. Occasionally 
she will become so interested in that 
particular model that she wouldn’t 
have another shoe in the house—and 
you’ve lost a sale. 

“I think that a salesman should show 
his merchandise. There are two schools 
of thought in selling shoes. One is to 
show as few shoes as possible to make 
the sale. The other is to show a woman 
a number of shoes in good styles, in her 
last and size, and play for the sale of 
more than one pair. In every store 
I’ve worked, I’ve always led the sales 
force in the sale of more than one pair 
to a customer. 


“One of the best shoe salesmen I 
know, a man who is an expert fitter, 
loses sales because he is too lazy to 
show shoes. He fits a woman perfectly 
and will argue with her rather than 
bring out another size to convince her 
that she is properly fitted. 

“TI have some trouble in remembering 
names, but I have an excellent memory 
of feet and their peculiarities. It flat- 
ters a person for a salesman to remem- 
ber her exact size and last. The per- 
sonality angle enters into this more 
than you’d believe. 

“In a personality shoe trade, which 
is the character of business you find 
around most small shoe stores, there is 
no alibi for misfits. You just have to 
know how to fit them, if you want the 
customers to come back and call for 
you. 

“You have to know how different 
brands of shoes fit. Some lines are hard 
fitters, while others can be fitted snug- 
ly. You can take more leeway with fat 
feet than you can with slender ones. 
There is more padding on them. When 
you face a customer with long, thin 
feet, well supplied with callouses and 
bunions, you have a job cut out for you. 

“On the other hand, when you go 
after the regular sizes, or what we call 
middle numbers, you are putting your- 
self in direct competition with every 
store in town that handles shoes. In 
many of these middle numbers the man 
with a few months’ experience is just 
as effective in selling as a man with 
years of experience. 

“When a woman who is hard to fit 
comes into the store for the first time, 
it is necessary to spend quite a lot of 
time fitting her feet. If you do not 
make a record, or remember the pecul- 
iarities of her feet, the whole procedure 
will have to be repeated on each trip 
she makes to the store. 

“After fitting a difficult customer, if 
she has the money, it is easy to say to 
her, ‘You have stylish feet, and it 
would be wise for you to pick out two 
or three pairs of shoes while I can fit 
you out of stock!’ It works, in a num- 
ber of cases. 

“Women who wear 9’s and above 
constitute about 25 per cent of my 
trade, while they represent only about 
5 per cent of the ordinary shoe busi- 
ness. We keep an accurate record of 
sizes and send shoes to all parts of the 
world. One woman, a missionary in 
China, has bought shoes from me for 
16 years. 

“Regardless of how well you fit shoes, 
now and then a woman is going to come 
back and ask for a return of her money. 
When she does, I immediately make out 
a refund slip, get the cash and hand 
it to her. I put the money in the 
woman’s hand. Then she is completely 
disarmed. She usually says, ‘Mr. Whid- 

[TURN TO PAGE 39, PLEASE] 











The introduction of a full line 
of HEALTH SPOT SERVICE 
SHOES for men and women 
opens a new opportunity for the 
thousands of dealers who have 
been wanting to take on the 
Health Spot line. 


These new Service Shoes are 
made with our regular Health 
Spot construction, using plump 
weight uppers and _ stitched 
aloft bottoms, making it possi- 
ble to retail them at $8.50. 


The addition of this SERVICE 
grade to the Health Spot line, 
answers a long-felt need for a 
sturdy shoe that will be com- 
fortable for work and general 
wear. 


The addition of the HEALTH 
SPOT SERVICE line to your 
stock will make it possible for 
you to reach the great army of 
men and women who want 
} ne Spot support and com- 
ort. ‘ 


Illustrated is Stock No. S092, 
White Kid 6-eyelet tie on our 
women’s No. 2 12/8 heel last, 
with Du Flex nap sole, repre- 
senting what we believe to be 
the finest nurse shoe on the 
market. 

These $8.50 retailers are going 
to be responsible for bringing 
MORE BUSINESS into your 
store. 


Write today for catalog and de- 
tails. YOUR TOWN may be 
open for a franchise on this 
profit-making line. 


MUSEBECK SHOE COMPANY 
DANVILLE ILLINOIS 











Shoes Have Scuffless Heels 


Women always worry about heel haz- 
ards when they buy white kid. Scuffless 
“Pyraheel” insures this vulnerable part 
of the shoe against stone bruises, dents, 
gashes, grass stains, brake pedal grease, 
and scuffing. Ask your manufacturers 
to use Scuffless “Pyraheel” plastic heel 
covering. Strengthen your summer shoe 
story with this beauty wearpoint. 





* REG. U.S. PAT. OFF. 


EL DU PONT DE NEMOURS & CO. (INC.), PLASTICS DEPARTMENT, ARLINGTON, NEW JERSEY 








U. S. Rookies Tough 
On Shoes 
[CONTINUED FROM PAGE 17] 


the production for the civilian market. 

It is clearly in the best interest of the 
service, civilian consumers, labor, shoe 
manufacturers, and the tanning indus- 
try that contracts should be placed dur- 
ing the early Spring for at least 3,000,- 
000 pairs of Army shoes, in addition to 
those already on the present procure- 
ment program. 

Leather boots are manufactured by 


relatively few concerns and, therefore, 
not many bids from experienced manu- 
facturers could be expected. 

Because of these conditions the Army 
was unable to obtain bids for sufficient 
quantities to cover its requirements for 
the Fall and Winter of 1940, and the 
price increases have been excessive. 

Placing contracts for boots to be 
manufactured during the normally 
slack season in the early Spring would 
protect the Army against inability to 
cover its requirements and would be 
consistent with orderly procurement. 

This information was placed before 
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the committee as part of an advance 
planning program for procuring cloth- 
ing and textiles as well as shoes. Lack 
of full appreciation of the amount of 
goods needed as working stocks, goods 
in the process of manufacture, and in 
the process of being purchased may 
lead to under-estimates of the Army’s 
requirements in a period of mobiliza- 
tion, Mr. Browning said. 


The Trend to Youth 
[CONTINUED FROM PAGE 15] 


the Mother and Daughter theme. Now 
the stores are really going after it in 
a big way with shoes an important part 
of the promotion. 

One jump ahead of the “Little Girl” 
idea is the newest shoe style to be 
launched . . . the “Baby” shoe for 
women. A _ prominent designer of 
women’s shoes thought of it and a lead- 
ing last maker put the idea into wood. 
Several style shoemakers have used it. 
Now a leading Fifth Avenue store has 
bought it and is beginning to promote 
it. They say it has everything that the 
young ... and older . .. woman wants 
in a shoe ... the necessary width for 
perfect comfort, beautiful fit, flattery 
and style appeal. They are featuring 
it in an untrimmed patent leather pump 
on a 22/8 heel. 

We have illustrated this last for you, 
showing it next to a little girl’s last 
and a baby’s so that you can see for 
yourself that it has the same broad, 
full tread and round toe as the baby’s. 
It is designed for a 12/8 heel. The two- 
strap shoes .. . little girl and mother 
sizes . . . are our suggestions for a 
Mother and Daughter idea in shoes 
built on identical lasts . . . the woman’s 
last the same as in the photograph... 
with just a slight change in heels. 

The question of the best heel height 
for this new “Baby” shoe has not yet 
been settled. It can only be decided by 
the women who wear the shoes. At 
present, they are being made on 22/8, 
23/8 and 12/8. The 12/8 height is con- 
sidered a débutante style by one of the 
pioneer shoe houses making both the 
high and low heel types. 











—What Is Point-of-Sale? 


—Point-of-Sale is the Fitting Stool, 
where the salesman comes in direct con- 
tact with the consumer, and over which 
the entire dollar of the industry flows. 
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IN THE SHOE TRADE 


1941 


National News 





Resort Business Gay and Colorful 





Color Hits a New High in Miami Shoe Shops as Testing Ground 
for Summer Styles Points Way to Season Ahead 


Miami, Fia.—If Miami shoe shops 
are doing an outstanding job in style 
shoes this season as they have in other 
years, it is because of three important 
factors which have helped to build up 
the reputation of this area for smart 
footwear. First, each shop is offering 
a beautiful line of merchandise, shoes 
that are outstanding in type and color. 
For the most part they are exclusive 
in this area and will not be found 
elsewhere until later in the year. 
Practically every outlet is working 
with manufacturers and designers in 
creating exclusive designs and when 
they are seen in the Miami shops it 
is really a preview of successes for 
next Summer. 

A second important factor is that 
here all shoe inventories are very 
large; resort and new Summer shoes 
are not just a side line; they are the 
entire stock. And because of the cos- 
mopolitan nature of the clientile, peo- 
ple coming here from every corner of 
the country, every shop must have a 
complete size range at all times. A 
woman entering a Miami shoe shop is 
almost certain to find her size in any 
or every model. This is not always 
possible in other parts of the country 
where resort shoes are being offered. 

A third factor, one which is con- 
sidered most important by every shoe 
man, is that there is a definite tie-in 
of accessories with shoes. Practically 
every shoe shop carries matching bags, 
the right hose and perhaps the correct 
jewelry to wear with certain colored 
shoes. Thus a woman, whether she is 
buying a pair of $2.99 shoes or is 
spending six times that amount on a 
pair of colored shoes, is certain of 
matching it exactly in color and style 
in a handbag. 





Dates to Remember 


First Monthly Showing for 1941, 
Michigan Shoe Travelers, Hotel 
Statler, Detroit, Mich. March 3, 1941 


Allied Shoe Products and Style Ex- 
hibit, Belmont Plaza Hotel, New 
York. March 30, 31, April 1, 1941 


Official Opening of American 
Leathers and“ Style Conference 
for Fall, 1941, Waldorf-Astoria 
Hotel, New York. 
March 31, April 1, 1941 


Introduction of Fall Footwear Fash- 
ions, St. Louis Shoe Manufac- 
turers Association, Hotel Penn- 
sylvania, New York. 

May 4, 5, 6, 7, 1941 


Spring Meeting Tanners’ Council 
of America, White Sulphur 
Springs, W. Va. May 8, 9, 1941 


Central States Shoe Fair, Sponsored 
by Joint Travelers and Retailers 
Associations, Morrison Hotel, 
Chicago, Ill. June 1, 2, 3, 1941 


Boston Shoe Fair, New England 
Shoe & Leather Association, Ho- 
tels Statler and Parker House, 
Boston, Mass. June 2, 3, 4, 5, 1941 


Tri-State Shoe Mart, Pennsylvania 
Shoe Travelers Association, Wm. 
Penn Hotel, Pittsburgh, Pa. 

July 6, 7, 8, 1941 





Therefore if a shoe is well received 
in Miami in January, it is pretty cer- 
tain to be one of the Summer successes 
later on in the North. That is why 
this area has been termed the sar- 
torial guinea pig of the nation. Ex- 

[TURN TO PAGE 42, PLEASE] 


Bid Opening Postponed 
On Army Service Shoes 


Boston, Mass.—The Boston Quarter- 
master Depot has announced that the 
opening of bids on 1,600,000 pairs of 
service shoes for the regular army, 
originally scheduled for Feb. 13, has 
been postponed until Feb. 17. 

The International Shoe Company of 
St. Louis was the low bidder on 23,167 
pairs of leather logger boots (without 
calks) at the opening on Feb. 8. These 
boots, intended for the Civilian Con- 
servation Corps, were bought for $4.14 
last November. Low bid on Feb. 8 was 
$4.48. Other bidders were the Chip- 
pewa Shoe Manufacturing Co., Chip- 
pewa Falls, Wis., 23,167 pairs at $4.74; 
and the H. H. Brown Shoe Co., Worces- 
ter, Mass., the same quantity at $4.84. 


Utica Shoe Retailers 
Form Association 


Utica, N. Y.—A business group to 
be known as the Utica Shoe Retailers 
Association was organized at a lunch- 
eon meeting of about 25 proprietors and 
managers recently in the Imperial Res- 
taurant. 

Spokesmen said the purposes of the 
organization were largely social, but 
eventually it was hoped to secure rep- 
resentation of its membership on the 
Retail Merchants Council of the Cham- 
ber of Commerce. 

Tentative plans call for meetings 
about every three weeks at which prob- 
lems will be discussed and programs 
worked out for the furtherance of the 
members’ interests. No officers have 
been elected. 


Covers Chicago for Bates 


Cuicaco, I1un.—F rank Curtis is now 
covering the etnre city of Chicago and 
all of Cook County for the Bates Shoe 
Company. 
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... BETWEEN THE HEEL 
AND THE BALL 


To carry its load success- 

fully, the shank, like a 

bridge, must be firmly 

anchored. In the fiddle 
shank a slot in the heel portion 
allows it toextend back well under 
the heel seat. When the heel is 
permanently attached the fiddle 
shank is firmly anchored. Results 
with the fiddle shank: greater 
foundation strength — more free- 
dom in upper design—shoe twist- 
ing eliminated. 
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Shaded area shows why 
additional anchorage is 
obtained with the fiddle 
shank. 





Only the fiddle shank 
can extend beyond this 


point. 


SECURITY 


Extra metal and width in the 
hee! portion of the fiddle 
shank provides both length- 
wise and crosswise anchor- 
age—an assurance of better 
fit and enduring character 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Tested Principles 
Still Sell Shoes 
[CONTINUED FROM PAGE 26] 


range of lines and prices is done con- 
sistently throughout the entire stock, so 
that it is possible to serve entire fami- 
lies at a- time. And outfitting entire 
families with shoes from Papa on down 
or from Baby on up has long been a 
tradition in the Krametbauer store. The 
only difference today from 30 to 40 
years ago, as Mr. Krametbauer sees it, 
is that the families are smaller. In the 
old days, he recalls, it was nothing for 
a family consisting of father and mother 
and six or eight children all to line up 
for new shoes, but today there are only 
two youngsters. 

Although styles have changes along 
with the sizes of families, Mr. Kramet- 
bauer is convinced that honesty in deal- 
ing with customers is still the means 
for keeping them customers. And by 
keeping them customers, he is thinking 
of those folks who return to his store 
every time they need a new pair of 
shoes, year in and year out. He has 
found, and he is now selling the third 
generation, that customers who are 
carefully fitted and given good quality 
for their money are the ones who keep 
coming back, some of them for the en- 
tire 40 years. 

Although fundamental merchandising 
principles remain the same, many im- 
portant physical changes have been 
made in the store. Since it was the first 
major remodeling in the history of the 
business, the recent change was drastic, 
representing a definite switch from past 
to present. 

First, expanding business made it 
necessary to make the store larger, and 
a modern front was added. The interior 
was completely revamped, equipped 
with modern fixtures, fluorescent light- 
ing, built-in wall display niches, and is 
now departmentalized. This latter is a 
feature which has proved most efficient 
and a far more satisfactory layout, 
both for salespeople and customers. 
Women’s, children’s and men’s shoes 
now each have a section of their own, 
well marked by block letters and with 
the chairs so arranged that it is set 
aside by itself as a complete unit. Stock 
for each is adjacent to the section, 
which means only a minimum amount 
of time in locating sizes and styles. 


Customer Confidence 
Key to Salesmanship 
[CONTINUED FROM PAGE 35] 


don, I still have to have shoes,’ and 
that is my signal to sit right down and 
start reselling her. Often she goes 
home with the same shoes she brought 
back. Maybe a small adjustment was 
necessary. If I had shown any hesi- 
tancy in refunding her money, she 
would have never taken them back. 
“There is nothing difficult about my 
methods; observation, attention, think- 
ing and work are the only requirements. 
As a matter of fact, they are so simple 


that most salesmen with whom I have 
worked would scorn them. 

“However, these methods can be used 
to a good advantage in either large or 
small stores. I have made a number of 
changes during the last ten years and 
still have many customers that I had 
15 or more years ago.” 


Officers Named for Shoe 
Section of Retail Group 


MONTREAL, CANADA — Rene LaSalle 
has been elected president of the shoe 
retailers’ section of the Province of 
Quebec Retail Merchants’ Association. 

Other officers for the years are: first 
vice-president J. Beaudin; second vice- 
president, Joseph Daust; secretary, R. 
Blanchet; treasurer, L. Deslauriers. 

C. R. LaSalle, founder of the section, 
was appointed life honorary president. 


Shaffer Visits Northwest 


SPOKANE, WASH.—M. Robert Shaffer, 
sales manager of the Winthrop Shoe 
Company, division of the International 
Shoe Company, St. Louis, visited Les 
Critzer of the Les Critzer Men’s shop 
in Spokane, recently. 

Mr. Shaffer spoke optimisticly about 
the outlook for the shoe industry both 
because of military and civilian demand. 


Infants’ Shoes to Be Shown 


At Consumer Conference 


DANVERS, Mass.—Ideal Baby Shoe 
Co., Danvers, will have an exhibition 
at the Annual Consumers Conference 
conducted by the advertising women of 


.New York, held in Pennsylvania Hotel, 


February 18. Miss Elise Gilman, New 
York office manager, and Miss Eliza- 
beth Foster of the factory will be in 
charge. The new Ideal Baby educa- 
tional sound picture will be shown 
there. 


Campbell-Ewald Observes 
30th Anniversary 


Detroit, Micu.— Thirty years of 
“advertising well directed” are being 
celebrated by the Campbell-Ewald 
Company during February, for it was 
in this month in 1911 that the company 
was incorporated at Lansing, Michi- 
gan. 

This anniversary makes this adver- 
tising agency the oldest in Detroit, and 
one of the few agencies in the country 
to have retained its corporate identity 
and its directing head for so long a 
period. 

During each of these years the com- 
pany has had an average yearly billing 
of more than $10,000,000, despite the 
fact that it did not reach an annual 
billing of a million dollars until many 
years after it was organized. 

In 1922 the Chevrolet Motor account 


AWOUA. 
IN-STOCK 
COMFORT SHOES 


NOW ... MORE PROFITABLE 
THAN EVER 


j lack Kid Strap. 10/8 
rerimatost* noel (Tempered Steel Shank ) 
A-BB, 3%-10, $1.90 

There are many women to whom 
foot comfort is of primary im- 
portance—women who will not 
be attracted by any other appeal 
than foot comfort Each is a 
potential customer for super- 
flexible Grover hand-turned 
shoes. Join the hundreds of 
alert merchandisers who are 
cashing in on this basic fact 
—whose comfort shoe stock 
turns like clockwork — who 
depend on Grover prompt 
In-Stock service. Send for 
new catalog. 


J. J. GROVER SHOE CO. 
67 SOUTH ST., BOSTON 


fri Vi R 
SOFT HOES 


N 








came to Campbell-Ewald—and is still 
serviced by this company—the largest 
single advertising account in the world. 
Later other General Motors divisions 
came to the company and since that 
time it has been a major national ad- 
vertising organization, with branches 
in the principal cities of the country. 


Meets First Employer 
After 55 Years 


ROcHESTER, N. Y.—During a recess 
at a shoe meeting in Buffalo the other 
night, an apparent stranger accosted 
William Pidgeon, nationally known shoe 
retailer of this city, who was a speaker. 

“Hello, William; you don’t know me.” 

Pidgeon studied him thoughtfully for 
a while, trying to remember, then, as 
the light of memory guided an answer, 
replied: 

“Oh yes, I do. You are my old boss 
at Weisenbacher’s shoe factory 55 years 
ago when I was 13 years old and you 
taught me how to make turn cacks, and 
if nothing else had happened at this 
meeting it would have been worth the 
trip to Buffalo just to see you again 
after more than half a century.” 

Mr. Ryan, now retired—and the dean 
of Buffalo shoe men—was as delighted 
as his former pupil in the factory, but 
amazed at the feat of memory which 
made his own identification possible 
after such a lapse of years. 
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Reports of Shoe Corporations Analyzed 
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Financial Statistics for Sixteen Companies Covered in Survey 
Compiled by Federal Trade Commission 


WASHINGTON, D. C.—A report on 
“Leather Boot and Shoe Manufactur- 
ing Corporations” in the Federal Trade 
Commission’s project for the collection 
of annual financial reports from a 
large number of industrial corpora- 
tions operating in many of the prin- 
cipal industries of the United States, 
was issued on Tuesday of this week. 

The 16 corporations whose financial 
reports are combined represent 16 of 
the more important concerns in this 
industry from the standpoint of invest- 
ment and value of goods sold. 

The classification of “Leather Boots 
and Shoes,” as used, refers to corpora- 
tions that are engaged primarily in the 
manufacture and sale of boots, shoes, 
sandals, slippers, moccasins and allied 
footwear, and leggings, over-gaiters, 
ete., made chiefly of leather but to 
some extent of canvas and other tex- 
tile fabrics. The data are shown in 
combined form and in a manner that 
does not identify the results of any 
individual corporation. 

The 16 corporations included in 
this survey reported consolidated sales 
for the year 1939 aggregating $332,- 
940,474, or slightly less than 44.0 per 
cent of the total value of products re- 
ported by the Bureau of the Census 
for 1937. Of the total sales, $329,- 
385,516, or 98.9 per cent, represented 
domestic sales, and $3,554,958, or 1.1 
per cent, represented foreign sales. 

The combined net income, before 
deduction of interest on long-term bor- 
rowings and income taxes, on the aver- 
age total capital of $200,068,825, em- 
ployed by the corporations in 1939, was 
$19,275,122, or a rate of return of 9.6 
per cent. This average rate of return 
represented individual rates of return 
for the 16 corporations ranging 
from a loss of 10.5 per cent to a 
profit of 22.3 per cent. Nine of the 
corporations had rates of return 
higher than the average and the range 
in rates was from 10.0 per cent to 22.3 
per cent. Of the other corporations, 
four had profits of 2.1, 5.4, 5.8 and 
7.0 per cent, while the other three 
corporations had losses of 0.2, 4.1 and 
10.5 per cent. 

The net income in 1939 on the aver- 
age corporate net worth investment, 
or stockholders’ equity, after provi- 
sions for income taxes, amounted to 
$15,431,780, and this was a return of 
7.9 per cent on the stockholders’ invest- 
ment. The range in rates of return 
for individual corporations on this 
base was from a loss of 10.5 per cent 
to a profit of 18.0 per cent. 

The 16 corporations realized a 
net income after provisions for the 
payment of income taxes and deduction 
of profits accruing to minority inter- 
ests, amounting to $15,430,412 for 


1939. The combined cash dividends 
paid, or accrued, on preferred shares 
amounted to $931,534, and on the com- 
mon shares, to $11,820,978. Cash divi- 
dends paid during the year represented 
a return of 6.5 per cent to the stock- 
holders on the average ledger value 
(not market value) of their equity of 
$194,941,969. 

The 1939 operating ratios of the cor- 
porations show that the total cost of 
goods sold (exclusive of taxes, social 
security and pension fund payments, 
selling expenses, administrative and 
general office expenses, etc.) repre- 
sented 76.0 per cent of the total sales. 
Of the total cost of goods sold, raw 
materials represented 31.4 per cent of 
sales; production wages and salaries, 
22.1 per cent; other costs and expenses 
(not listed under “Expenses”), 7.7 per 
cent; depreciation and obsolescence ap- 
plying to production facilities, 1.0 per 
cent; and finished goods purchased for 
resale, 13.8 per cent. The gross mar- 
gin was 24.0 per cent of sales. 

The total of items listed as expenses 
represented 18.2 per cent of the total 
sales. Of the total expenses, selling 
expenses represented 11.2 per cent of 
the sales; advertising, 1.8 per cent; ad- 
ministration and general office ex- 
penses, 2.7 per cent; all taxes (except 
income taxes and social security pay- 
ments), 1.4 per cent; and all social 
security and pension fund payments 





New Orleans Showing 


Philip Elkin, left, of Newton Elkin 
Shoe Company, with Harry Davis, 
manager of the shoe department of 
Godchaux’s in New Orleans. They are 
standing before the special display of 
Pandoras which was on exhibit at God- 
chaux’s during a recent showing. 


1.1 per cent (ratio here is to sales 
dollar and not payrolls). 

After deduction of the items listed 
as expenses, together with provisions 
for uncollectible accounts of 0.2 per 
cent, from the gross margin on sales, 
plus other operating revenue of 0.01 
per cent, there remained a net profit 
from manufacturing and trading of 5.6 
cents from every dollar of sales. 

The total combined inventories of 
the corporations included in the group 
amounted to $79,570,429 at the begin- 
ning of 1939, as compared with $88,- 
416,128 at the end of 1939, or an in- 
crease of 11.1 per cent. 


Convention Committee Named 

RocHESTER, N. Y.—Ernest R. Park, 
president of the New York State Shoe 
Retailers Association, has named the 
following members of the convention 
committee to arrange for its convention 
to be held in Syracuse in June: Chair- 
man, William Pidgeon, Rochester; John 
A. Beaumont, Albany, and Charles E. 
Knox, Batavia. 

Directors met in Syracuse to decide 
on a two- or three-day convention. The 
tentative dates, if a three-day meeting, 
will be June 15, 16 and 17. If it is to 
be only two days, the dates will be Sun- 
day and Monday, June 15 and 16. 


Central Pa. Shoe Buying 
Plans Banquet 


HAGERSTOWN, Mp.—T. F. Carfagno, 
president of the Central Pennsylvania 
Shoe and Leather Association, has ap- 
pointed his committee to take charge 
of arrangements for the Mid-Winter 
Banquet which will be held Friday eve- 
ning, March 7, at 7 p. m., at the Hotel 
Hershey, Hershey, Pa. 

The committee already has been 
meeting regularly and has arranged a 
fine menu. They have promised an in- 
teresting speaker, several of whom are 
under consideration, and have taken a 
lot of care in selecting some good en- 
tertainers. 

The committee is made up of the 
following members: Galen B. Horner, 
chairman; W. P. Billows, A. A. Bur- 
nett, Grant Gerberich, John Hungler, 
S. L. Ingraham, Ralph Jennings, George 
Kreider and W. E. Kreider. 

Most of these members have func- 
tioned on committees for the associa- 
tion on previous occasions and have 
proved their ability and willingness to 
provide a good time for all. 


Eagle Shoe Company 
Moves Offices 


New York—Eagle Shoe Mfg. Co., 
with headquarters in Everett, Mass., 
moved its New York offices recently 
from 200 Church Street, to room 451 in 
the Marbridge Building, 47 West 34th 
Street. The move was necessitated by 
a need for larger quarters. 

The firm manufactures men’s an 
boys’ shoes. Aaron Potashnik is in 
charge of the New York salesrooms. 
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Wurre, really WHITE .. . Delicate 
DUSTY PINK and DUSTY BLUE... 
Sunny YELLOW ... Charming LINEN 
BLUE ... Fresh SPRING GREEN .. . Sweet 
p SPRING VIOLET . . . Patriotic OLD GLORY 
RED and BLUE .. . High-toned HUNTING-RED 
and CYCLAMEN .. . Fruit-iced CITRON and LIME 
. .» Honeyed GOLDEN BLOND .. . Western-touched 
SADDLE ... These are the COLORS that “Bloomed” at 
> the Southern resorts . . . These are the COLORS that will 
“Blossom” into promotional prominence in every city in the 
3 country, for MARACAIN, the superb crushed kid, is currently 
featured in all types of shoes. 
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MARBLE FACE 
SQUARE CORD 
The most popular soling material for 
your attractively priced shoes. 


THE LITHOX corp. 
WAPAKONETA, OHIO, U. &. A. 
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LEATHER 
RENEW 
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SKATE— 
SPORT 


CAVALIER CO. 
BALTIMORE, MD. 











Workshoes 
Renee MEN'S & BOYS WORK SHOES. 
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Honest Value 
In Boery Pair 
ROBERTS-HART, INC. 
KEENE, WN. Ht. 











Berland Takes Over Five 
Famous Departments 


Los ANGELES, CALIF.— The Berland 
Shoe Co. has taken over the women’s 
shoe departments in the five Famous 
Department Stores at Los Angeles, 
Long Beach, Pasadena, Glendale and 
Fresno. Other shoe departments in the 
Famous group of stores will be oper- 
ated as heretofore. 

A new Berland shoe store is being 
opened at 6522 Hollywood Boulevard 
in Hollywood by April 1, with a Mod- 
esto branch opening about March 1. 
This makes: eight Berland exclusive 
stores now being operated in the South- 
ern California area. 
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Walton Leaves Lord & Taylor 
To Join Joyce, Inc. 

New York—Ralph Walton, buyer of 
women’s shoes at Lord and Taylor, 
New York, has resigned and will leave 
the store February 15 to join Joyce, 
Inc., as representative of the manage- 
ment at the new branch plant in Co- 
lumbus, Ohio. He will report directly 
to William H. Joyce, Jr., president of 
the company. 


RALPH WALTON 


Widely experienced in all branches 
of merchandising, Mr. Walton is a 
graduate of the University of Califor- 
nia, class of ’28, and of the Harvard 
Graduate School of Business Adminis- 
tration, class of 34. 

His first big job came in 1934, when 
he went to Montgomery Ward to work 
in the sales department under Walter 
Hoving, now president of Lord and 
Taylor. At that time Mr. Walton in- 
stalled the catalog and telephone order 
department and put in the order sys- 
tem now being used. 

In 1936 he joined Marshall Field 
and Company as head of personnel, re- 
maining until the Fall of 1937, when 
he became buyer of men’s clothing at 
Lord and Taylor. After about six 
months in this capacity, he took over 
the women’s shoe department, where 
he has done all the buying up to the 
present time. He will be succeeded by 
Ned Schwartz, his former assistant. 

After leaving Lord and Taylor, Mr. 
Walton will spend a few days at Co- 
lumbus before coming to the Pasadena 
plant for a two months’ study period. 
This time will be spent in learning 
Joyce manufacturing and marketing 
methods and acquiring a thorough un- 
derstanding of the business from every 
angle. Mr. and Mrs. Walton and their 
young son will then take up their resi- 
dence in Columbus, where they plan 
to spend the greater part of each year. 
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Resort Business 
Gay and Colorful 


[CONTINUED FROM PAGE 37] 


“Heel-airous” is the way they describe 
their gay, whimsical collection of orig- 
inal heels. A horizontal wedgie heel, 
one-strap, open-toe, closed-back sandal, 
has been good in multicolors. An open- 
toe stepin of black patent, with snake 
trim, the trim in a diagonal strip 
across the heel, has been excellent. 
Matching bags and shoes in pastel 
multishades or gay multicolors of 
Corda has been a good combination. 
These are liked because they are prac- 
tical for wear with different costumes. 
For men they report activity in a strap 
and buckle military type calfskin. 


Burdine’s has had marked success 
with their new Newton Elkin’s Cinder- 
ella resort pump of transparent plas- 
tic. It is available in more than 20 
color combinations. In the $7.75 
bracket one of the successes has been 
a “Swagger” pump—open toe, closed 
heel, with large butterfly bow. Popular 
colors include black and white, red and 
white, white and blue, saddle tan and 
cherry red. Sandal and pumps, in 
linen or leather, in the new Bow Shoe, 
have been active at $12.95. They get 
their name from the perky bow on th 
vamp and are dainty enough for tea 
dances as well as spectator sports. In 
white linen, white buck or calf, blu: 
calf and in suede in copper penny ©) 
red. 

A check on many shops shows tha 
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Do you need 
HELP? 


Consult the CLAS- 
SIFIED PAGES of 
Boot and Shoe Recorder. 


HELP 
we 2 HELP 
& 


“ae 


“Road” and “Inside” Men turn 
to these pages for worthwhile 
connections. 


Like Walking on Air 


Scott's SOFT-STEPPER 


Scott’s Soft Stepper offers superb comfort for those who 
must be on their feet a considerable part of the time. Spe- 
cial soft sponge rubber absorbs shock and makes any shoe 
a cushion shoe. 


This flexible support holds the arches in their natural posi- 
tion. It elevates the Metatarsal area, gives a mild support 
to the longitudinal arch and positions and cushions the heel. 











INEXPENSIVE! 
EFFECTIVE! 


BOOT AND SHOE RECORDER 


Classified Advertising Dept. 
100 E. 42nd St., New York, N. Y. 














Does not change the fit of the shoe. 


ONCE USED — ALWAYS USED 
PROFITABLE REPEAT BUSINESS 
Women's Sizes 3 to 9 Inclusive. Narrow & Wide. 
Men's Sizes 7 to 12 Inclusive, one width only. 


YOUR COST $10.80 Dz. Pr. 
ORDER YOUR STOCK TODAY! 
Ask for our Illustrated Spring Folder. 


SCOTT FOOT APPLIANCE COMPANY 


8110.00 Gro. 


OMAHA, NEBR. 





red is in high favor. Yellow is also 
one of the high ranking colors. Cop- 
per penny is a shade of brown that is 
creeping up. This is one season where 
“gingerbread” effects are in first place. 
All sorts of gadgets have been used 
to decorate shoes—bows, ties, cutouts, 
fancy heels, color combinations, and 
other things that might give the shoe 
a fancy appearance. 

Baker’s has emphasized the two-tone 
pump at $3.95. Blue and white is first 
in importance, with brown and white 
second. They are selling many color 
combinations, with considerable em- 
phasis on red and white. 

Boyd’s has done well by featuring 
play shoes in the patriotic colors at 
$1.99. “America at Play in the Amer- 
ican Way” is the keynote of a recent 
profitable promotion of red, white and 
blue combinations. 

Burt’s, on Flagler Street, has been 
emphasizing gay tropical prints at 
$2.98, with matching handbags. The 
bags are copies of the exclusive new 
models and priced at a dollar. This 
makes a smart ensemble at a budget 
price. 

In passing, it might be noted that 
Flagler Street has about 13 shoe shops 
in three blocks, and each is stressing 
some one idea; they are not following 
one another in promotional work, yet 
each is showing only gay-colored re- 
sort shoes. 

At Richard’s emphasis is on shoes 
which reflect the American Indian in- 


fluence in color, type and trim. They 
are featuring a conservative high 
grade pump, much like the ones worn 
by the Duchess of Windsor while on 
her recent shopping trip through this 
area. 

Nankin’s is another shop that is em- 
phasizing gay fiesta colors. They fea- 
ture Walk-Over shoes and are convinc- 
ing the hard-to-fit woman that she can 
be just as gay when it comes to foot- 
wear in this line as any woman. 

It is interesting to note that the 
shops featuring well known nationally 
advertised lines are promoting gay 
colors and “gingerbread” styles as are 
the other merchants. They are selling 
the elderly woman or the woman who 
must exercise care in the selection of 
her shoes on the idea that she can 
combine comfort with style. The story 
is told by one salesman that an elderly 
grandmother came in for a pair of 
shoes; her companion tried to convince 
her that she wanted the regular old 
lady models, but grandma had her own 
ideas on the subject, and when the ob- 
liging clerk had tried on a number of 
the new “comfort” shoes in all their 
bright colors and fancy trim, she sur- 
prised him by buying one pair of each 
color. It was the first time in years 
she had been able to indulge her love 
for pretty shoes and now she was com- 
bining beauty with comfort. One of the 
largest shoe buyers in the city states 
that his shop is building up increased 
volume by such customers. 


Fikany Re-elected 


RocHESTER, N. Y. — James Fikany 
was re-elected president of the Fikany 
Shoe Co., Inc., at a meeting of its board 
of directors at general offices in the 
Union Trust Building. 

Dr. Vincent Earl Fischer, an ortho- 
pedic physician, was elected vice-pres- 
ident as successor of Wheeler D. Allen, 
who was president of the C. P. Ford & 
Co., and is returning as vice-president 
of Fikany; treasurer, Leonard C. Tre- 
man; secretary, Wilton A. Block, as 
successor of J. P. Sconfietti. 

The company reports many orders on 
hand, with repeat business coming from 
stores in different cities which recently 
took on their line of adjustable arch 
shoes. 


Dunn & McCarthy Factory 
Wins Safety Award 


RocHEsTER, N. Y.—The Dunn & Mc- 
Carthy, Inc., factory in Binghamton 
won first place state-wide safety cam- 
paign conducted by the Chamber of 
Commerce in conjunction with Associ- 
ated Industries of New York State. It 
had the highest number of man hours 
without accident in the state during 
1940. 

A representative of Associated In- 
dustries will present the firm with a 
trophy at a dinner on February 24 in 
Binghamton. 
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Innersoles 


The Flexibility sure is swell, 
Let’em wear them, Time will tell. 








NEWFLEX PIGSKIN 


Women's Shoes 





NEWLY STYLED HAND TURNED COMFORTS 
IN STOCK 


BETAIL 


$3 - $4 


ABBOTT SHOE CO. No. Reading, Mass. 
ESTABLISHED 1855 











Charles Meis Employees 
Return to Work 


CINCINNATI, OHI0—The employees of 
The Charles Meis Shoe Manufacturing 
Company, who have been on a strike 
for about ten days, held a meeting at 
the town hall on Thursday, February 6, 
and unanimously voted to return to 
work at once and reported for their 
usual jobs on the following day. The 
management assured them that when- 
ever conditions in the shoe industry 
warranted a change in the wage scale 
that same would be voluntarily given. 

The president of the company, Sid- 
ney J. Eisman, addressed the employees 
and reported to them that prospects 
for Spring and Summer business were 
such that steady work at capacity was 
assured for many months to come. 


Reappoints Ad Agency 

Cuicaco, Itt. — The. advertising of 
the Freeman Shoe Corporation, Beloit, 
Wis., is again being handled by Erwin, 
Wasey & Company, Ltd., Chicago. The 
previous association of Erwin, Wasey 
with this account extended from Oc- 
tober, 1936, to June, 1940. 
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Shoe Man Hero of New 
Homer Croy Novel 


“Mr. Meek Marches On,” by Homer 
Croy. Harper & Brothers, New York, 
$2.50. 

Taxation, like the weather, is a mat- 
ter of seemingly endless discussion, but 
one about which nobody appears to 
have succeeded in doing anything very 
constructive. At least not until Wil- 
berforce Meek, retail shoe merchant of 


HOMER CROY 


Joplin, Missouri, decided to take the 
bull by the horns and attack the prob- 
lem bluntly by refusing to pay. Mr. 
Meek is the main character and in a 
very true sense the hero of Homer 
Croy’s new novel “Mr. Meek Marches 
On.” He is a quaint mid-western type, 
and the fact that he happens to be 
proprietor of the Beehive Shoe Store 
is more or less incidental in the telling 
of the story, which concern concerns 
itself principally with his crusade 
against taxation. 

Up to the time when he determined 
to take his stand against the rising 
trend of taxation, Mr. Meek has led 
a rather quiet, uneventful life, fitting 
customers, trimming windows, reading 
the REcoRDER, taking an inconspicuous 
part in small local activities, just as 
thousands of other retail shoe mer- 
chants do. But as this matter of taxa- 
tion claims more and more of his 
thought and attention, he becomes 
concerned to the point that he feels 
himself appointed to take up the chal- 
lenge. Whether he does wisely in bid- 
ding defiance to the powers of organ- 
ized government by refusal to pay a 
six dollar poll tax, and carrying his 
defiance to the point of going to jail 
and having his business sold for taxes 
on the Court House steps, is not for 
this reviewer to say. 

But Wilberforce Meek did alli that 
and more. His one man rebellion at- 
tracted so much attention that he 


found himself the figurehead if not the 
active leader of a bus cavalcade to 
Washington, and there he told his story 
to the President and found himself, for 
a fleeting day or two, a figure of front 
page news importance. 

Few prophets attain the recognitiun 
to which they are entitled, however, 
or achieve the objectives they set out 
to gain. Wilberforce Meek was no 
exception. He did not solve the prob- 
lem of taxation single-handed or with 
the aid of the many who thought as 
he did. But he did succeed in some 
degree in getting taxes lowered and 
in bringing other benefits to his own 
community, and it was partly through 
contacts in the shoe business, and the 
co-operation of shoe people that he was 
able to do these things. How it was 
all accomplished is a story worth the 
reading and one of particular interest 
to those who, like Wilberforce Meek, 
have lived a life of shoes. Mr. Croy 
has produced a novel with the whole- 
some, flavor of a mid-western com- 
munity and the solid substance of 
American character. But perhaps it 
will seem just a bit odd a year or two 
hence to read about Mr. Meek’s crusade 
against taxes, undertaken at this time 
when, according to the best informed 
forecasts of what there is in store 
for us, we “Ain’t seen nuthin’ yet.” 


St. Louis Firms to Show 


In New York May 4-7 


St. Louis, Mo.—The St. Louis mar- 
ket will hold its “Introduction of Fall 
Footwear Fashions” at the Pennsyl- 
vania Hotel, New York, on May 4, 5, 
6 and 7. A. M. Burton, secretary of 
the St. Louis Shoe Manufacturers As- 
sociation, made the definite announce- 
ment last week after a hurriedly called 
committee meeting at which the dates 
and the location were determined. 

The May showing marks the third 
seasonal opening held in the last two 
years in which the manufacturers of 
St. Louis have participated as a unit, 
all being under the same roof. Mr. 
Burton stated that, although St. Louis 
has an option on the display space 
available at the Pennsylvania for the 
four above dates, leading shoe manu- 
facturers in other sections of the coun- 
try will be invited as heretofore, to re- 
serve sample rooms through his office in 
St. Louis. The Pennsylvania manage- 
ment has set aside the third, fourth, 
and fifth floors with the possibility that 
the sixth floor might also be added. 

The Publicity Committee of the St. 
Louis Shoe Manufacturers Association 
consists of C. L. Hein, chairman; Harry 
Johansen, W. S. Milius, J. W. Howe, 
A. G. White, and A. M. Burton. This 
committee has served for the past year 
and will be replaced by a new one after 
the arnual election of officers on the 
27th of February. 

Mr. Burton reports that all St. Louis 
factories are operating currently at 100 
per cent capacity. 
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Michigan Travelers 
Install New Officers 


Detroit, Micu.—The Michigan Shoe 
Travelers’ Club installed their new offi- 
cers for 1941 at a well-attended meeting 
in the English Room of the Hotel Stat- 
ler. Former Circuit Judge Ernest P. 
La Joie, who is an active leader of the 
American Legion as well, acted as guest 
installing officer, giving a brief talk, 
with a dry humor, on the duties of 
each officer as he was sworn in. 

Frank A. Huetter, new president, 
paid tribute to Judge La Joie, who is 
also well known to many shoe men 
here through personal connections. In 
the course of a talk on the shoe indus- 
try, he referred in detail to the im- 
portant activities of the Detroit Old 
Newsboys’ Association, of which he is 
also an active head, and disclosed that, 
largely through the cooperation of local 
shoe men, 72,000 pairs of shoes were 
given away at Christmas time to needy 
children in Detroit, and that plans were 
being made to make this an annual 
affair. The shoes are handled through 
the regular retail stores of the city. 

“Shoes are the biggest, as well as 
the most important part of the welfare 
program of the Old Newsboys,” Judge 
La Joie said. “In fact, shoes have 
practically enabled us to eliminate 
juvenile delinquency in Detroit, at least 
for perhaps six weeks after Christmas. 
It is shoes that keep children out of 
school, if they lack suitable footwear, 
and it is shoes that makes or breaks 
the morale of children.” 

President Huetter appointed his new 
committees for 1941 at the meeting, 
and announced Herman Meyer as again 
chairman of the annual Michigan Shoe 
Fair. Unusual stress upon this event, 
scheduled for next January, was evi- 
dent from the fact that this is the ear- 
liest that this major committee has 
started to function. 

Ladies of the Travelers’ Club were 
present in almost equal numbers with 
the men, and a bridge party, with 
prizes and refreshments, followed. Mo- 
tion pictures of the installation, and 
of all members present were taken by 
E. A. Emmett of the motion picture 
department of J. L. Hudson Company, 
large Detroit department store. 


Wins Civic Award 


CHAMPAIGN, ILL.—Isaac Kuhn, presi- 
dent of Joseph Kuhn & Company, men’s 
store here, has been given the Civic 
Award of Champaign-Urbana, IIl., for 
the year 1940, as the man who rendered 
the most outstanding service to his com- 
munity in that year. He is the second 
annual winner of this award, which is 
presented by the YMCA Men’s Club. 

Mr. Kuhn has been an active sup- 
porter and promoter of civic projects 
for many years, and is known as “the 
man who built Main Street.” The 
award was presented at a ceremonial 
banquet, with more than 100 members 
of the sponsoring club and leaders of 


the city attending to honor the new 
winner. Harry Millard, who was cited 
for outstanding civic service in 1939 
presented the award. 

Mr. Kuhn observed his 74th birthday 
last September. The store has just 
completed its 75th anniversary. It has 
departments consisting of men’s cloth- 
ing, men’s furnishing and men’s shoes. 
Fifty people are employed. 


Shoe Men Appointed 
To Retail Committees 


SPOKANE, WasH.—D. Roy Johnson, 
newly-elected president of the Spokane 
Retail Trade Bureau, has announced 
the chairmanship and membership of 
the bureau’s standing committees for 
the year. Included are several pro- 
minent shoe men and department store 
executives. Mr. Johnson is the man- 
ager of downtown unit of the J. C. 
Penney Company in Spokane. 


[45] 


Charles Kemp, vice-president of the 
Palace Department store, will be chair- 
man of the Retail Trade Bureau’s 
finance and solicitations committee. Sid 
Gassman, of Thomas and Gassman’s 
men’s store; Myles Standish, manager 
of Montgomery- Ward and Company, 
and R. C. Nelson, general manager of 
the Palace, are on the decorations com- 
mittee. 

Phil W. Alexander, of Alexander’s 
ladies specialty shop; F. G. Emry, of 
Emry’s men’s shop, and James L. Paine, 
chairman of the board of the Crescent 
department store, are all on the legis- 
lative and policy committee. 

Mr. Alexander is also on the itinerant 
merchant committee with Art Schulein 
of Schulein’s shoe store; and R. A. 
Paterson, vice-president of the Crescent. 

Ray Shahan, manager of Sears-Roe- 
buck, and Walter Baldwin, manager of 
the Eastern Outfitting Company, and 
H. T. Levinson, specialty shop owner, 
are also committee members. 





New Size Runs for Children’s Shoes 


MILWAUKEE, Wis.—The Vulcan Last 
Company and the Ideal Shoe Manu- 
facturing Company of Milwaukee have 
developed an entirely new plan applied 
to the fitting of children’s shoes. 

The “Pedi-tomic” idea recognizes 
that many children are wearing larger 
sizes in proportion to age than former- 
ly. “Pedi-tomics” have developed a re- 
arrangement of juvenile size runs, in- 
stituted to fit the Age as well as the 
Foot. For example, formerly a child 
may have been wearing a size 12 D 
shoe. Modern lasts and modern fitting 
necessitated that the child wear per- 
haps a 12%A. This necessitates fitting 
the child with a misses’ pattern, a 
pattern that is not built for a child at 
the age wearing normally a size 12. 
Therefore, the size runs have been 
switched, as follows: Infant’s, 6% to 


10; Child’s, 10% to 1, and Misses’, 1% 
to 5. 

To guarantee good fitting in this re- 
adjustment of sizes an entirely new 
principle of last grading has been 
necessary in order to avoid distortion 
of lasts and guarantee safe fitting. 
Two model lasts are used for each size 
run instead of the usual single model 
so that no last shall ever be more than 
two sizes away from the model. This 
safeguards against distortion. The 
jump from one size run to another is 
therefore a gradual process and not 
an abrupt jump either in heel height, 
construction, width or the shape of the 
last. Heel heights have been graded 
within the size run so that the size 
10% will be a lower heel than the size 
1 at the end of the size run. The same 
holds true of the other two size runs. 
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Rogers Bros. Open New 
Sales Office 


Boston, Mass.—Rogers Bros. Shoe 
Company, well-known Boston wholesale 
house, specializing in smartly - styled 
women’s novelties, announce the open- 
ing of a new sales office in Pittsburgh, 
Pa. 

This office, designed to serve the 
needs of merchants in western Penn- 
sylvania, Ohio and West Virginia, or 
what is known as the Tri-State area, 
has been placed in charge of Joe Dunn, 
who is one of the most popular sales- 
men in that district. 

Mr. Dunn will have on display at all 
times a full line of samples of in-stock 
shoes designed to retail at $2 and $3. 
The new office is located in Room 506, 
State Building, at 335 Fifth Avenue, 
in the downtown section of that indus- 
trial center. 
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Give Course in Shoe Selling and Fitting 


The “back-to-school”’ movement is under way in St. Louis with 168 signed up for 
the retail classes being conducted under the auspices of the Board of Education 
and with the cooperation of shoe manufacturers and retailers of the city. 


St. Louvis—Under the auspices of 
the St. Louis Board of Education and 
through the cooperative efforts of St. 
Louis shoe manufacturers and retail- 
ers, a series-of distributive occupation 
classes is being conducted in St. 
Louis. The program calls for eight 
classes running weekly from January 
15 to March 5. Subjects covered deal 
with the general field of shoe selling 
and fitting. 

Francis Wright, supervisor of dis- 
tributive occupations for the St. Louis 
Board of Education, is the organizer 
and director of the course of study. 
These classes are open to all adults 
full or part time in the distribution 
of shoes and related services, such 
as selling, advertising, merchandis- 
ing, customer contact, store supervi- 
sion and management. The registra- 
tion fee for the entire series was set 
at the nominal sum of one dollar. 
One hundred and sixty-eight have 
signed up—largely retail shoe sales- 
people. They represent a total of 
1620 years of experience in the shoe 
business. Thus it is a back-to-school 
movement. 

Prior to organizing these classes 
Mr. Wright made a three months’ sur- 
vey to determine the need for such a 
course of study. Salesmen were ob- 
served at the point of sale both with 
and without fitting stools. Their opin- 
ions were solicited. Buyers and em- 
ployers were interviewed. All unani- 
mously agreed that some sort of an 
educational program was direly need- 
ed. However, some were dubious as to 
whether retail shoe salespeople would 
respond to a back-to-school movement, 
although they all realized it was for 
their benefit. Mr. Wright, neverthe- 
less, proceeded by enlisting the coop- 


eration of the St. Louis shoe manufac- 
turers and leading retailers of shoes. 
An advisory committee was appointed, 
made up of C. E. Oesterkamp, assistant 
general manager of Roberts, Johnson 
& Rand branch of International Shoe 
Co.; Charles E. Williams, prominent 
retail shoe dealer and vice-president of 
the Associated Retailers of Missouri; 
Ed Pankau, manager of the Store Plan 
department of the Brown Shoe Co.; G. 
B. Foster, shoe pattern manufacturer; 
Hugh M. Bowen, vice-president of the 
Boot AND SHOE RECORDER; A. M. Bur- 
ton, secretary of the St. Louis Shoe 
Manufacturers Association, and Mr. 
Wright, acting as chairman. 

This committee outlined the follow- 
ing program, arranged the scope of 
the subject matter to be covered and 
publicized the course through circular 
letters and follow-up cards. Additional 
promotion was had over the local radio 
stations through short interviews with 
Mr. Wright. The program follows: 

Jan. 15th: Registration. Lecture on 
“The Romance of Footwear” illustrat- 
ed with an antique collection of shoes 
from all parts of the world by C. E. 
Oesterkamp from International Shoe 
Company. 

Jan. 22nd: Moving picture, ”Our 
American Feet,” and lecture on the 
“Anatomy of the Foot” and “Shoe 
Fitting,” by Dr. Q. L. Drennan, noted 
orthopedic surgeon and advisor to the 
leading members of The National Shoe 
Manufacturers Association. Discussion 
will follow his lecture. 

Jan. 29th: Sound movie on the Con- 
struction of Shoes, followed by a lec- 
ture and discussion on shoe construc- 
tion by G. Jonas of the Boyd Welsh 
Company. 


Feb. 5th: “Leathers and How to 
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“E”— Fuchsia & yellow 
design on white back- 
ground. 


PRICE TICKETS 


Attractively hand lettered in 
popular price denominations, 


or blanks. is in 
stock. Samples available on * 
—$1.10. 12 Doz.—$2.00 
With Store Name imprinted 
100 tick 00 
200 tick 00 
Check with order please, un- 
less C.0.D. preferred. 
DISPLAY CARDS 
Each month, 14 informative 
and forceful selling messages 


on appropriately designed 
cards. 





Color Spring Windows 
with Decorative 
Display Cards 
and Price Tickets 


on Bellaire’s famous 


with all comfort and 


features. 
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famous “SER VICE” last, 


for perfect balance and 
support. Steey, 


patented air-cushion 


A rnc root scamocenzine snot J 


COM FORTABLES 


....if YOU are 
on your feet all day 


We offer this soft kid, glove-fitting and 
long-wearing Oxford. 


This may look to 
you as just another 
Nurse’s Oxford... 


but to more than 
1,000,000 women 

! who have worn and 
fy '\ | are wearing shoes 
made on this famous 
“SERVICE” last, it 
spells immeasurable 
comfort. 


Carefully tailored 





All sizes -Widths AAA to EEE 


BELLAIRE SHOE COMPANY. PORTLAND. ME. 


F HOLMES KNEY &6 WALKER, IN 








Identify Them,” by L. C. McKinley of 
International Shoe, followed by class 
discussion. 

Feb. 12th: “Fashion Co-ordination,” 
by Marjorie Wilton, noted stylist; 
“Fashions in Footwear,” by Harry 
Johansen of Johansen Bros. Shoe Com- 
pany, a leading authority on shoe 
styles for women. 

Feb. 19th: “Shoe Merchandising,” 
by Marcus Rice, shoe merchandiser of 
Famous Barr Company. Discussion. 
“What to Tell to Sell,” by Al Pauly, 
shoe buyer of Stix, Baer & Fuller. Dis- 
cussion. “Selling the Shoe Wardro 
by Mr. Jolley, shoe buyer of Scruggs, 
Vandervoort & Barney. Discussion. 

Feb. 26th: “Shoes & Health,” illus- 
trated by movies, charts, and lecture 
by Mr. S. J. Brouwer of Milwaukee, 
Wis., a nationally known figure in the 
shoe industry. Discussion. 

Mar. 5th: Lectures and discussions 
on: “Remembering Names and Faces 
—An Asset in Business”; “What Cus- 
tomers Like in a Shoe Salesman”; 
“Selling Principles to Observe in Mov- 
ing Shoes”; “The Care and Repairing 
of Shoes.” Discussions and testimo- 
nials. 

Paul Hanne of the shoe buying divi- 
sion of the J. C. Penny Co. is serving 
as “group discussion” leader for the 
course. 

This course is a part of a national 
distributive education program made 


possible by the George-Dean Act and 
available in similar form in all states 
through state boards of vocational edu- 
cation and local boards of education. 


C. H. Matson Buys Out Partner 


RocHEster, N. Y.—Clifford M. Mat- 
son is now sole owner of the Hart & 
Matson Shoe Store, Corning, N. Y., 
which was established 46 years ago, 
and the name has been changed to 
“Matson’s.” He bought out the interest 
which John J. Hart had in the busi- 
ness, dissolving the partnership. 

Edward H. Gray founded the busi- 
ness in 1895 and Mr. Hart went to 
work for him, later entering the firm, 
a relationship which continued for more 
than six years—until the retirement of 
Mr. Gray in 1924. Then Mr. Matson 
joined the business, and this part- 
nership lasted 17 years. 

A progressive shoe store, handling 
quality shoes, it will be continued along 
the same lines. 


New Headquarters for 
Mathes Shoe Stores Co. 


St. Louis, Mo.—The Mathes Shoe 
Stores Company, which operates a 
chain of 53 women’s shoe stores in the 
Middle West, recently leased the entire 
second floor of the A. D. Brown Build- 


ing at Twelfth and Washington Streets, 
this city. After alterations, which will 
include air-conditioning and the instal- 
lation of a conveyor system to speed 
shipments, the premises will be occupied 
as a central office and warehouse. At 
present headquarters are at 1314-16 
Washington Street. Officers of the 
company are I. Mathes, president; Rob- 
ert Mathes, vice-president, and Leonard 
Mathes, secretary-treasurer. New head- 
quarters comprise an area of 20,000 
square feet. 


Sattler Employees 


Honor Head 


BuFFALO, N. Y.—John G. Sattler, 
well-known shoe merchant, here, played 
host to some 500 of his employees in 
the main ballroom of the Hotel Statler, 
recently. 

Mr. Sattler, president of Sattler’s 
Department Store, Inc., was presented 
with a solid silver fountain pen. Charles 
Hahn, Jr., vice-president of the com- 
pany, was presented with a solid gold 
medal as a token of loyalty. 

A diamond pin was presented to 
Harry Herman, buyer of the shoe de- 
partment, for ten years of service. 
Forty-two other employees received 
gold pins, silver pins and bronze pins, 
according to their years of service. 

Aaron Rabow, general manager of 
the store, presented the awards. 
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Sponsors Annual Appeal 
For Funds 


New York—The American Society 
for the Control of Cancer will conduct 
its annual appeal for funds during 
April, 1941, which the President will 
proclaim as “Cancer Control Month.” 
A group of women have volunteered 
their services in the cause and have 
organized as the Women’s Field Army 
Against Cancer, as part of the work of 
the American Society. They have spread 
knowledge of the signs and syptoms of 
the disease, distributing information to 
millions of people without cost. They 
have organized meetings to spread 
knowledge, and have aided indigent pa- 
tients, under proper medical supervi- 
sion, to obtain diagnosis and treatment. 

The Society asks enlistment in the 
local unit of the Women’s Field Army. 
Annual enlistment fee is $1.00. 
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Obituaries 


John W. Craddock, Founder 


And Trade Leader, Passes 


LyYNcHBURG, VA.—John W. Craddock, 
co-founder of the Craddock-Terry Shoe 
Corp. and a well-known figure in busi- 
ness and civic circles, died at his home, 
here, on February 6. He would have 
been 83 years old on August 14. His 
death was not altogether unexpected 
as he had been in ill health for the past 
few months. 


JOHN W. CRADDOCK 


Mr. Craddock was born at Halifax, 
Va., August 14, 1858, and started his 
business career in a country store when 
he was 16. In 1878 he came to Lynch- 
burg and went to work for Witt & 
Watkins, the city’s first wholesale shoe 
firm, as a traveling salesman. In 1884 
he joined the wholesale shoe firm of 
Spragins, Stover & Craddock in Balti- 
more. 

Four years later he returned to 
Lynchburg where he became the senior 
member of Craddock, Terry & Co. Ten 
years later the firm name was changed 
to the Craddock-Terry Company and 
kept that title until 1939 at which time 
the company was reorganized and re- 
named the Craddock-Terry Shoe Cor- 
poration. 

He served as president of the firm 
for many years and at the time of his 
death was chairman of the board. He 
was also a director of the Lynchburg 
National Bank & Trust Company and 
at one time headed the Board of Trade, 
now the Chamber of Commerce. 

He was chairman of the second, third 
and fourth Liberty Bond campaigns in 
Lynchburg and during the World War 
was a member of the Quartermaster 
Corps. 
His last public appearance was on 
the evening of October 13, 1939, at 


which time he was presented with 
Lynchburg’s First Citizen Award. 

He is survived by his wife, two sons, 
George G. Craddock and Charles G. 
Craddock, and a daughter, Mrs. Tucker 
Carrington. 

All factories of the Craddock-Terry 
Shoe Corp., in Lynchburg, were closed 
on Friday, February 7, at 3 p. m., so 
that employees could attend the funeral. 

The esteem with which Mr. Craddock 
was held by the citizens of Lynchburg 
and by his employees and business asso- 
ciates can best be describea by the 
following tribute paid to him in the 
announcement of his death sent out by 
his firm: 

“In this community for over fifty 
years he has been our outstanding citi- 
zen. Until the last few years, for a 
half century he has backed with his 
means, influence and service every 
movement for the betterment of con- 
ditions in his city and state. 

“In the shoe world his name has been 
the synonym of all that is highest in 
business relations. 

“To us he was a friend, ready, will- 
ing and anxious to spend himself to 
the utmost in our behalf. 

“His place will never be filled in our 
affections. 

“Our grand Old Man has gone to his 
final reward. He has left us a heritage 
of love that will keep him alive in our 
memory as long as we all shall live.” 


Reinhardt Euler 


BuFFALO, N. Y.—Reinhardt Euler, 
until recently a prominent member of 
the local shoe industry, died suddenly 
of a heart attack. Mr. Euler was a 
native of Buffalo, and started in the 
retail shoe business at an early age. 

A few years ago he retired in favor 
of his son-in-law, Robert L. Holmes. 
He never missed an outing or a meet- 
ing of the Buffalo Shoe Retailers’ As- 
sociation and was honored at one time 
by the association, as one of es few 
remaining old timers. 

Mr. Euler is survived by his wife 
and three married daughters. 


Russell Agnew 


Cuicaco—Russell Agnew, well known 
in the men’s shoe field, died recently at 
his home in Chicago, aged 62. He is 
survived by his widow. Interment was 
at Mount Hope cemetery. 

Mr. Agnew was buyer of men’s shoes 
for O’Connor-Goldberg preceding Harry 
Silver in that position. During the past 
seven years he has been associated with 
Nierman’s Bootery, 3148 West 63rd 
Street, Chicago. 


Daniel E. Seibert 


Detroit, MicH.—Daniel E. Seibert, 
78, who operated an old-time shoe store 
on Detroit’s west side, on Michigan 
Avenue, for 32 years, died recently at 
his home here. 

Born in Germany, he came to Detroit 
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about 1880, establishing his shoe store 
a little later. 

His widow and four children survive. 
Interment was in Evergreen Cemetery. 


William J. Usher 


East ORANGE, N. J. — William J. 
Usher, 88, an active member of the 
shoe business for many years, died re- 
cently at his daughter’s home, here. He 
was very active, both physically and 
mentally, up to the time of his death, 
which was the result of a severe case 
of pneumonia. 


WILLIAM J. USHER 


Mr. Usher came to New York from 
New Haven when he was a young man. 
He was shoe buyer for Stern Brothers 
for some time, and went from there to 
B. Altman & Co., where he acted in the 
same capacity. Later he joined Simpson 
Crawford Co. 

He left the retail business to join a 
wholesale house in Boston, then was 
connected with Pincus & Co. and, fol- 
lowing this connection, with Wickert 
& Gardner, of Brooklyn. 

At the time of his death, Mr. Usher 
had been retired for about sixteen 
years. 





Puerto Rican Shoe Imports 
Set New High 


WASHINGTON, D. C.—Puerto Rico’s 
purchases of leather shoes from manu- 
facturers in the United States broke 
all records during 1940, totaling 3,143,- 
000 pairs or 11 per cent more than in 
the year before, according to a state- 
ment by the Puerto Rican Trade Coun- 
cil. 

The shipments were the equivalent of 
one and one-half pairs for every person 
on the island, the Council said. Pur- 
chases of men’s and boys’ shoes gained 
33 per cent, while shipments of wo- 
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men’s and misses’ shoes to the island 
were 11 per cent lower than in the pre- 
ceding year. 

The increased buying power was at- 
tributed largely to Federal housing 
projects and to payrolls for the defense 
bases being constructed in the territory 
by the Federal government. Employ- 
ment in Puerto Rican industries de- 
clined during the year, owing to re- 
strictions on sugar production and the 
almost complete shutdown of the needle- 
work industry during the latter part of 
the year as a result of the wage-hour 
law. 

Puerto Rico’s purchases of all goods 
from continental United States during 
the year were valued at $103,980,000, 
an increase of 20 per cent, the Coun- 
cil reported. 


U. S. Rubber Reports 
20-Year High in Net Sales 


New YorK—tThe highest net sales 
total in twenty years—$228,988,780— 
is the highlight of the annual report for 
1940, recently issued by United States 
Rubber Company. The report through- 
out—in addition to the sales total ex- 
ceeding that of 1939 by 17 per cent— 
pictures another markedly successful 
year for the large rubber company. The 
substantial sales increase, and an in- 
crease in net income, exceeded the 
forecasts of the business community. 

A 12 per eent greater net income— 
$11,425,241 for 1940 as against $10,- 
218,849 for 1939—is reported. After 
full dividend requirements of $8 a 
share on the company’s preferred stock 
the 1940 net income results in $3.58 a 
share on the outstanding common stock. 
Last year’s earnings were at the rate 
of $3.18 a common share. 

Only a relatively small percentage 
of completed national defense orders 
reflected themselves in 1940 operations 
—although the company is heavily en- 
gaged in such production. Sales of the 
former Fisk Rubber Corporation— 
whose assets were acquired by United 
States Rubber Company in December, 
1939—are now fully consolidated in the 
company’s reports. 

But even beyond the favorable sales 


and net income results—accepted yard- 
sticks for measuring industrial success 
—there were other important improve- 
ments in United States Rubber Com- 
pany’s financial position during the 
year, according to an accompanying 
statement by F. B. Davis, Jr., president 
and chairman of the board. The proc- 
ess was continued that has, among other 
things, reduced the company’s debt 
from a one-time high of $130,000,000 
to its present level of $41,067,000. 

Mr. Davis, in his statement, pointed 
out that the company ended the year 
with more than $20,000,000 in cash, as 
against $14,400,000 on December 31, 
1939, and has no bank loans. This after 
paying more than $5,000,000 during 
1940 as dividends on the company’s pre- 
ferred stock, and reducing the funded 
debt by more than $1,000,000. In addi- 
tion, the company invested more than 
$7,000,000 in extending and improving 
its properties and plants. 

Labor shared in the company’s suc- 
cessful year, the report discloses. Up- 
wards of 4000 workers were added to 
the payrolls during 1940, an increase of 
10 per cent to about 42,000 employees, 
exclusive of the more than 20,000 em- 
ployed on the company’s plantations. 
Total wages paid in 1940 increased 14 
per cent, while total salaries paid in- 
creased 8 per cent, for an aggregate 
payroll of $65,000,000. 


Bids on Shoes for 
Army Nurses 


Boston, Mass.—Bids on 3000 pairs 
of white fabric shoes and of 1500 black 
calf oxfords, both for use of United 
States Army nurses were opened at the 
local Army Base Feb. 3. Bids on both 
iots were submitted by five manufac- 
turers as follows: 

Kesslen Shoe Co., Biddeford, Me., 
fabric shoes, $2.07 per pair; leather 
shoes, $2.39 per pair. Alberts Shoe Co., 
Marlboro, Mass., fabric, $2.24; leather, 
$2.39. Eby Shoe Corporation, Ephrata, 
Pa., fabric, $2.40; leather, $2.60. Savoy 
Shoe Co., Elizabethtown, Pa., fabric, 
$2.70; leather, $2.75. Devine & Yungel 
Shoe Mfg. Co., Harrisburg, Pa., fabric, 
$2.72; leather, $2.72. 
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SALESMEN WANTED 


FOR LEASE 





ALESMEN (for Nationally known 
Athletic Footwear, Moccasins; Golf Shoes; 
Work; Riding Boots, also other items featured 
in attractive 42 page catalog. Ideal sideline for 
men with established trade. Straight commis- 
sion to start. Territories open: New Jersey, 
Upper New York State, Pennsylvania, entire 
Southern and Western States. Address: Box 
33, care of Boot and Shoe Recorder, 100 East 
42nd Street, New York. | 


EW YORK STATE, Utica, west, experi- 

enced commission salesman for full line of | 
Women’s high-styled and staple $2.00 retailers. 
Give full details. References. Benj. Walk & 
Company, Inc., 205 Essex Street, Boston, Mass. 


XPERIENCED SALESMEN to sell high 

grade line of Men’s and Women’s arch Shoes 
in Eastern States and on West Coast. Only 
men familiar with trade in these territories 
need apply. State age, references and experi- 
ence. Good proposition. Our organization 
knows of this ad. Address $47, 
gpee Resorder. 100 East 42nd Street, 


N. 








New York 


Line | 


care Boot & | 


OR_ LEASE: CHILDREN’S SHOE \~ 

PARTMENT located in Boys’ and Girls’ 
partment of established Men's, omen’s a 
Children’s store; furnished with fixtures and 
stock room ready for merchandise. Interested 
in Operator handling good quality shoes with 
capital, experience, and first-class reference. 
SELBER BROTHERS, INC., SHREVE- 
PORT, LA. 








HELP WANTED 





Ss PERINTENDENT for slipper and Play 

hoe Factory. Must have thorough knowl- 
pA of all problems in making current type 
cemented Play Shoes and Slippers. State full 
particulars. Address $50, care Boot Shoe 
eo 100 East 42nd Street, New York, 





ALESMAN WANTED by well known slipper 

and sandal factory. Must have connections 
with volume trade. Give full particulars re- 
garding past experience. Address %51, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y 








FOR SALE 


USED GRAND RAPIDS SHOE SHELYV- 

ING: Will sell, ame 96 feet of adjustable 
and stationary shoe shelving, mahogany finish, 
1 boxes high. W. H. Roland, Bloomington, 


SHOE STORE, 65 miles from Chicago. Iil- 
ness compels immediate sale. Profitable, 
established business. New front and fixtures. 
Great opportunity. Address Box $46, Boot and 
Shoe Recorder, 209 South State Street, Chi- 


cago, Il 











$2 Will Buy Thriving College Shoe 
’ Store near campus of leading Mid- 
western State University Can reduce stock 
still lower. odern store front; double win- 
dows; 40,000 permanent population; 13,800 stu- 
dents who spend over five million dollars here 
annually. Lease available at $100 month. 
reasons for selling. Write owner immediately. 
Address Box 248 Boot and Shoe Recorder, 209 
South State Street, Chicago, Ill. 














Vacations in South 


Des Mornes, Iowa — T. Fr ank 
Jacques, manager of the Field Shoe 
store, 508 Walnut Street, with Mrs. 
Jacques and their niece, Mrs. Russell 
Mann, of Omaha, Neb., left by auto re- 
cently to spend several weeks at 
Orlando and other points of interest in 
Florida. 


Assistant Man- 


WANTED: Young Man For 
Write or wire 


ager College Shoe Store. 
Box 253 Champaign, I! 








WANTED TO PURCHASE 








FOR RENT 


Shoe store, leading New Jersey town, 
100% location—good agencies — suc- 
cessful shoe store, 34 years. Front 
modern; fixtures complete. Owner re- 
tiring because of illness. 


T. COHEN 


SOMERVILLE, N. J. 











STORE ROOM FOR RENT in growing town 

of 13,000 with fifty thousand drawing popu- 

lation. 100% location for Chain Shoe Store, 

sae Jewelry, etc. J. H. Henry, Winchester, 
a. 





POSITION WANTED 


SHOE DISPLAY MAN, 

now employed, Swiss; 29; 13 years’ shoe 
experience in European Capitals, seeks promo- 
tion where knowledge of window display, sell- 
Address $52, care 7 
ew 





IFTH AVENUE 


is required. 


ing, etc., 
100 East 42nd Street, 


& Shoe "Recorder, 
York, N. Y. 





JUNG MAN seeks new connection. Twenty- 

six years of age; nine years’ experience; 
single; free to travel; capable salesman and 
window trimmer. Has managed departments. 
Address £49, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y 








SHOE STORES WANTED 
al FOR CASH 
bem “bale oud wo. Short term leases as- 
sumed. Write to 
A. L. BARIS, Pres. 


SARIS SHOE CO., we. 
1 Reade St., New 
Unusual references on a 








Buyers of Surplus Stocks 


We will surplus entire stocks of shoes 
een momaninen jobbers or retailers. 


QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 





WANTED TO PURCHASE 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Ftc. 
i BYIN BUBIN 
House of Jobse”’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887. New York City 

















BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
Wo tae Ser co eerten, eo cami Ane cite. 
unbranded. Generous 


Branded or 
Write, wire or —_— 


BARSH & CEASA 
14 8. Third St. a ~~ Pa. 
Phone Market 9139 














Army Buys Rawhide Laces 


Boston, Mass.—Contracts have been 
awarded to two companies covering the 
manufacture of 22,000 65-in. rawhide 
laces for use in logger boots of the 
type being used both in the regular 
army and the C.C.C. Successful bid- 
ders on this lot were I. B. Williams & 
Sons, Dover, N. H., 12,000 pairs at 6.95 
cents per pair; and the A. C. Morand 
Corporation, San Francisco, 10,000 
pairs at 7.3 cents per pair. 





The rate for “Position 
mum charge, 75 cents. 


ehicess shoals be. sevnted. 
The rate for all 





For all other classified 
When a oe coe on ck: chet be aided fer the oddeees. 
advertisements is $5.00 an inch with a maximum of 46 words. 


display classified 
Classified advertising is pavable in advance. 
Advertisements for this page must be in our New York office on Friday of the week preceding publication. “™® 


CLASSIFIED ADVERTISING RATES 


and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
ts the rate is 7 erate, pes word. 


Minimum charge, $1.25. 
all other cases each word of the 
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N. E. Shoe Production 
Off 7.5 Per Cent 


Boston, Mass.— The New England 
shoe states, Massachusetts, Maine and 
New Hampshire, produced over 137,- 
000,000 pairs during 1940, according to 
the New England Shoe and Leather 
Association, basing its figures on a re- 
port by the United States Bureau of 
the Census. This represents a decrease 
of 7.5 per cent compared with 1939 fig- 
ures. The national decrease was 6 per 
cent for the entire industry in all parts 
of the country. Decreases by states 
were Maine, 8.5 per cent; New Hamp- 
shire, 5 per cent, and Massachusetts, 8 
per cent. Massachusetts led all shoe 
states in production during 1940 with a 
total of 74,785,035 pairs, followed by 
New York with an output of 70.7 mil- 
lion pairs. 

The Massachusetts shoe industry em- 
ployed an average of 39,950 workers 
during the year 1940, an increase of 3 
per cent over a year ago, according to 
this association’s analysis of the indices 
prepared by the Massachusetts Depart- 
ment of Labor and Industries. The esti- 
mated weekly payroll during the year 
1940 amounted to $570,840, a decrease 
of 5 per cent over the previous year. 
During the month of December, 1940, 
employment approximated 37,400 and 
weekly payrolls $570,800. 

The Massachusetts leather industry 
employed an average of 9200 workers 
during the year 1940, a decrease of 7 
per cent. The estimated weekly pay- 
rolls during the year 1940 amounted to 
$222,900, a decrease of 15 per cent from 
the previous year. During the month 
of December 1940, employment approx- 
imated 9500 and weekly payrolls 
$236,000. 

Due to large orders placed for service 
shoes for the army, the national work 
shoe production shows a sharp increase 
of 8 per cent over the figures for 1939. 


New Nettleton Store 


Syracuse, N. Y.— Henry W. Cook, 
president of A. E. Nettleton Company, 
makers of footwear for men and wo- 
men, announces the opening of a Net- 
tleton store at San Antonio, Tex., bring- 
ing the total number of such stores up 
to 40 in the entire country. 

The Nettleton factory continues work- 
ing on a full-time schedule, with 450 
persons employed and a large number 
of orders on the books. 


Cox Named Shoe Manager 


At Tampa Store 


TAMPA, FLta.—The O. Falks Depart- 
ment Store has announced the appoint- 
ment of J. E. Cox as manager of the 
shoe department. Mr. Cox was former- 
ly connected with the Montgomery Fair 
in Montgomery, Ala., where he was em- 
ployed as shoe buyer. He succeeds 
P. D. Griffin in the Tampa store. 


Southern California 
Business on Rise 


Los ANGELES, CALIF.—General busi- 
ness activity in Southern California 
continued to rise in January at the 
spectacular pace evident throughout the 
last half of 1940. The index of local 
business depicts the impressive char- 
acter of the current upswing, finds the 
Research department of the Security- 
First National Bank of Los Angeles. 

Continuing, it reports: “Business is 
now active and expanding along an un- 
usually broad front, including defense 
and strictly peace-time endeavors. On 
the consumers’ goods side, business is 
good. Sales of new automobiles were 
more than 65 per cent larger in Janu- 
ary than in the same month a year ago. 
Business is now enjoying the stimula- 
tion not only of the national defense 
program, but also of a widespread buy- 
ing wave in which producers, distribu- 
tors and the general public are par- 
ticipating. 

“Indicative of the marked difference 
between sales by downtown stores and 
those for the Los Angeles metropolitan 
area were the results for 1940. In that 
year the downtown group experienced a 
gain of two per cent over 1939 as com- 
pared with an increase of ten per cent 
for the entire area. Preliminary re- 
ports show that downtown stores sold 
approximately eight per cent more mer- 
chandise this January than last.” 


Spring Buying Good 
Despite Winter Snow 


DENVER, CoLo. — Spring is in the 
minds of Denver shoppers even though 
winter snow is on the ground as 
evidenced by the amount of Spring shoe 
buying in recent weeks. 

Sales are better than they have been 
in several years at this season, accord- 
ing to shoe dealers here. The sale of 
Summer sandals is surprisingly high, 
due mostly to the fact that the Winter 
has been mild with little severe weather. 

Low-heeled shoes are in greater de- 
mand than ever before and are pre- 
dominant in stores and window dis- 
plays. 

“We could fun our business without 
a high heel in the store,” one buyer 
said. “If we get left with any mer- 
chandise on our hands, it will be the 
high-heeled patterns, not the low ones.” 


Reading Store Opens 
New Shoe Shop 


READING, Pa.—A “Maxene Deb” fash- 
ion shoe shop has been opened as a new 
department in the Pomeroy’s, Inc., de- 
partment store. Placed on the mez- 
zanine floor, the new shop is separated 
from other shoe departments in the 
store. Priced at $3.98, Pomeroy’s is 
handling this line exclusively in this 
city. 


(51) 





MERCHANTS’ NEEDS 


MAKE MORE SALES 


with the original 
SHOE DOCTOR SHRINKERS 





Reller type device 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal! feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre 
pared fluids, give the 
proper fit to shoes which 
fit large around the top, 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk with- 
out harm. 


$47.50 


Curved type tron 


Special combination offer $26.00 (fluids in- 
cluded in above prices). 


Send your order or write for detail information 


E. C. SMELTZER CO. 


121 KE. Sist Street, Indianapolix, ind. 








Coast Firm in New Factory 


Los ANGELES, CALIF.—Cobblers, Inc., 
Walter Braun, president, has moved to 
new factory quarters at 1212 Stanford 
St. This move gives them ten times 
their former manufacturing space. The 
added room, plus considerable new 
equipment, gives them an ideal setup. 
Van Shotwell, well known traveling 
man is now representing Cobblers, Inc., 
in the Denver, west territory. He will 
make his headquarters at the Hotel 
Lankershim when he is in this city. 


Announce Employe Bonus 


RockFrorp, MicH. — The Wolverine 
Shoe & Tanning corporation have an- 
nounced a bonus of $84,286 for 777 em- 
ployees who benefit under a profit shar- 
ing plan. 

This program was started 22 years 
ago and since that time more than 
$1,000,000 has been paid to employees. 
Employees must be with the firm one 
year or longer to share in the plan. 
They may take their shares in either 
stock in the company or cash. 

Bonus and gross profits for 1940 ex- 
ceed those of 1939, but net profits to 
stockholders were less because of the 
necessity of conserving cash to care 
for the expansion in the power plant. 
Cash dividends amounted to 25 per cent 
less than in 1939. 

The Wolverine Shoe & Tanning cor- 
poration operates two shoe factories, 
the tannery at Rockford and a glove 
factory at Greenville. 





